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~The Indianapolis 
Morning Star 


GAINED 340,202 LINES 


of advertising during the twelve months ending 
December 31, 1905, over the corresponding 
period of last year. 


72 Per Cent Gain in Classified Advertising 
or 1,511.08 Columns for the Same Period. 








The Indianapolis Mews in its issue of Janu- 
ary 1, 1906, claimed a gain of only 339 col- 
umns. THE Srar’s gain over these figures is 
nearly 500 per cent, which undoubtedly is one 
of the largest gains made by any Ameri- 
can newspaper in the same period of time. 


During the Month of December THE STAR 
Published 3,793 More Lines of Financial Classified 
Advertising than the ews, its Nearest Competitor. 











This gain in Classified and Display Advertising 
is a sure indication of the growth, prosper- 
ity and prestige of THe INnpIANAPOLIS Srar. 
It is a concise and forcible story of the 
value, quality and quantity of its circulation. 


C. J. BILLSON, Tribune Bldg., N. Y. City, Eastern Representative. 
JOHN GLASS, Boyce Bldg., Chicago, Western Representative. 
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Star Galaxy 


The final revision of the Direc- 
























tory for 1906 is now under way. 





Applications for the Guarantee 






Star may be made by publishers 






who are interested in the subject 






—who believe they are eligible to 






the highest distinction which the 





editor of Rowell’s American 





Newspaper Directory can bestow 





—and who dave use the Guaran- 






tee Star. 








ADDRESS 


THE PRINTERS’ INK PUBLISHING CO. 


10 Spruce Street, New York City. 
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NEW YORK, JANUARY 31, ta06. 


VoL. LIV. 


THE MONTREAL “STAR.” 


CANADA’S FOREMOST NEWSPAPER— 
THE IMPORTANCE OF ITS WEEKLY 
EDITION TO AN ADVERTISER COV- 
ERING THE DOMINION NATIONAL- 
LY—NO LARGER ENGLISH DAILY 
CIRCULATION IN CANADA—OPPOR- 
TUNITIES FOR THE AMERICAN 
MANUFACTURER SHOWN BY THE 
FACT THAT OVER HALF OF CAN- 
ADA’S IMPORTS COME FROM THIS 
COUNTRY, 


The Montreal Star, when con- 
sidered by American advertisers, 
is usually judged by the newspa- 
per standards of the United 
States, which naturally give the 
most importance to the daily, And 
as a daily the Star is important. 
No other English newspaper in 
Canada has as much circulation, 
and only one other newspaper, the 
French La Presse, of Montreal 
exceeds it in the size of its daily 
issue. The daily Star is the Chi- 
cago Daily News of Canada. In 
proportion to population its circu- 
lation is larger, for where the 
Chicago paper circulates a little 
more than 300,000 copies in a city 
of two million people, the Mon- 
treal Star sends about 60,000 into 
a city of 300,000, or a copy to the 
Statistical family. When the 
large French-reading population 
of Montreal is subtracted, it will 
be seen that the daily Star covers 
its territory in a remarkable 








manner, 

But the really vital feature of 
the Star to an American advertis- 
er is its weekly edition. The era 
of weekly newspapers is thought 
to be past in the United States. 
Rural free delivery has made the 
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city daily accessible to everybody. 
But Canada has no rural delivery. 
Her population is widely scattered. 

She has no magazines of im- 
portance, nor any widely circulat- 
ed farm journals, mail-order pa- 
pers or general mediums of any 
sort. Therefore, the weekly 
newspaper is still a power in the 
Dominion. It penetrates to re- 
mote farming districts and is the 
only medium of general circula- 
tion. It is not only a general 
newspaper, but also an agricult- 
ural journal, a story paper, a 
children’s paper and magazine. A 
general advertiser whose product 
is thoroughly distributed among 
the retail stores of the Dominion 
can get ample publicity through 
Canada’s local newspapers, cover- 
ing the country at a very reason- 
able cost. But for the advertiser 
who operates through the mails 
(and Canada is essentially a mail- 
order country) there is no other 
medium but the weekly newspa- 
per. American magazines have 
some circulation in the Dominion, 
but no one magazine covers the 
country, and all of them together 
would not furnish a medium for 
reaching the real mail-order pub- 
lic there. 

The Weekly Star has not only 
the largest circulation of any 
weekly paper in Canada, French 
or English, but distances every 
other weekly in its own field, ac- 
cording to statements recently 
given out by its subscription de- 
partment. For example, the 
weekly edition of the Manitoba 
Free Press, Winnipeg, is stated 
to be 15,801, while in Manitoba 
alone the Montreal Weekly Star 
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claims 30,007. The weekly edi- 
tion of the Toronto Globe is said 
to be 19,000, while in Ontario 
the Montreal Weekly Star claims 
48,750. In Quebec the Star 
claims 10,209, in New Brunswick 


added in growing Manitoba this 
year, and that the weekly edition 
will average not less than 150,000 
copies, 

How thoroughly the Weekly 
Star covers Canada may best be 





Mr. HuGH GRAHAM, PUBLISHER MONTREAL “ STAR,” 


11,284, in Nova Scotia, 16,773 and 
in the United States 29,000. 
Walter S. Marson, advertising 
manager of the Star, states that 
10,000 new subscribers will be 


The 


by a comparison. 
this 


Ladies’ Home Journal in 
country circulates one copy to 
every seventy-three people. The 
Star, after its circulation in the 

(Continued on page 6.) 
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THE SALESMAN 


AN ADVERTISING ; — 
CAMPAIGN IN THE »::::::- 


uring con- 


HW 0 M E N EW S cern employs 

™ an expensive 

staff of salesmen 

PA Pp ER S | to sell goods to the 
e trade. 


§ But how about the consumer? How much 
money do you spend to interest the real buyers 
of your goods? 

{| The great buying public—the great middle 
classes who want to know more about your 
goods should not be kept in the dark. Talk 
to them through their favorite home news- 
paper. It will pay you and help your sales- 
men too, 

{| In Indianapolis, Montreal, Washington and 
Baltimore use the following high-grade, home, 
evening newspapers and you cannot go wrong. 
¢ Full” particulars regarding circulation, rates, 
etc., freely furnished on request. 



















The Indianapolis News. 


The Montreal : Star. 
The Washington Star. 









The Baltimore News. 





Special Representatives: 









DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO 
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United States has been subtract- 
ed, circulates one copy to every 
fifty-five Canadians. The Ladies’ 
Home Journal reaches each sev- 
enty-third person in the United 
States once a month, while the 
weekly Montreal Star reaches 
every fifty-fifth person in Canada 
four times a month. The Ladies’ 
Home Journal's advertising rate 
is $6 a line, while that of the 
Weekly Star is twenty cents. The 
supremacy of the Star in Canada 
has often ‘been insisted on in gen- 
eral terms. This is what it means 
in figures. The density of the 
weekly circulation is put in a still 
more comprehensive way by Mr. 
Marson. He offers a gold watch, 
a silk hat, a suit of clothes, or any 
similar souvenir to the person who 
can name a postoffice in Canada 
where there is an English-speaking 
population in which the Star can- 
not show at least one subscriber. 

The Montreal Star was founded 
in 1869, and its weekly edition in 
1871. Hugh Graham, its founder 
and present publisher, was then a 
young man of twenty-seven, who 
had come to Montreal from the 
little town of Huntingdon, Que., 
where he was born. Mr. Graham 
is of Scotch descent, and cannily 
silent about himself. To para- 
phrase a French-Canadian writer 
attempting English, “His speech is 
looked upon with legitimate curi- 
osity—he makes more work than 
talk.” But in twenty-five years 
he has built up a remarkable 
newspaper from next to nothing, 
and in a field that obviously has 
its limitations. The Star in 1869 
was a four-page sheet, without 
telegraph service, printed on a 
crude cylinder press with a ca- 
pacity of only 600 four-page pa- 
pers per hour, circulated in a city 
with one-third its present popula- 
tion. It was a one-cent paper 
from the first, however, the first 
afternoon paper in Montreal, and 
always had the elements of popu- 
larity. The weekly issue was es- 
tablished when Canada had about 
half her present population, and 
had only four provinces, her rich 


Territories 
wilderness reached by dog-train 
and pack-horse, and there was no 
railroad connection with the Mar- 


Northwest being a 


itime Provinces. With such a 
basis to build on, Mr. Graham has 
sowed the Star thickly both in its 
own city and throughout the en- 
tire Dominion—perhaps no paper 
in the United States, daily or 
weekly, has such density of cir- 
culation. The Star occupies its 
own building, has a magnificent 
plant, and draws to itself a great 
revenue. In the Montreal retail 
field it carries as much advertis- 
ing, proportionate to its number 
of pages, as any New York daily, 
though Montreal has rather a 
slender department store patron- 
age. The weekly carries as large 
a proportion of general and mail- 
order advertising, and for both 
the daily and weekly supremacy 
in classified advertising is clai:ned. 

In securing its great mail cir- 
culation the Star employs not a 
single salaried canvasser, but re- 
lies on the attractiveness of the 
paper, with its low price, to get 
subscribers. The Family Herald 
and Weekly Star, as it is called 
at length, is a journal of twenty- 
four to twenty-eight pages weekly 
at a dollar a year. Competitors 
sell a weekly as large for one-half 
the price, with premiums. Yet the 
Star gives no premiums other than 
a picture on renewal, and holds its 
own. Part of its attraction lies 
in its complete departments de- 
voted to farm matters, children, 
general reading, etc., while the 
rest of its success seems to be 
found in the number of post- 
masters and school-teachers 
throughout Canada who act as its 
subscription agents on commis- 
sion. Its percentage of renewals 
is very high, and most of them 
occur in the three months of 
October, November and Decem- 
ber. Any school teacher in Can- 
ada may have the Star personally 
for fifty cents a year. In hun- 
dreds of schools the teachers read 
from a special department in the 
paper every Friday afternoon—a 
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department made up of problems 
and puzzles, chiefly. 

The daily Star is sold to news- 
boys and dealers on a strictly 
non-returnable basis, so that its 
circulation is essentially net. One 
day a circulation canvasser out of 
a job applied for a position to 
W. J. Little, circulation manager. 
He was told that he would be 
given a suit of clothes, and a job, 
too, if he could find a house in the 
English-speaking _ districts of 
Montreal where the Star was not 
already taken. He actually tried 
it for an afternoon, but returned 
unsuccessful and disgusted. It is 
claimed for the daily Star that 
it reaches ninety-seven per cent 
of the English-speaking homes of 
Montreal. The daily does not-go 
far from the city, while the 
weekly issue is so completely a 
mail publication that probably not 
one person in ten in Montreal 
knows that there is such a paper 
as the Weekly Star. 

Respecting the Star’s equipment 
and plant, it might be said that 
it is a paper not only fitted with 
every modern appliance, but that 
the most progressive daily news- 
paper publishers in the United 
Dtates find it well to visit Mon- 
treal occasionally in search of new 
ideas. For example, the Star has 
a device in its press-room, design- 
ed and perfected by its own me- 
chanics, which easily beats any 
other method of carrying papers 
from presses to mailing tables. 
Many papers in this country have 
belt carriers for this purpose, but 
these require one or two men at 
each press to lift out the papers 
and place them on the carrier. 
The Star’s carrier is a pair of 
endless belts that take papers 
from the press automatically, 
carry them up or down stairs and 
around corners, as desired, stack- 
ing them in order on the tables, 
without human intervention at 
any point. It has been patented, 
and is to be installed by several 
American publishers. Another bit 
of commendable detail has been 


worked out in the mailing depart- 
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ment. In sorting papers for the 
mails it is customary to separate 
them into postal routes, sending 
the bags closed and addressed to 
the postoffice. This saves time, 
but on the Star it also involved 
the employment of men with ev- 
ery postoffice in Canada, and its 
route number, at their fingers’ 
ends—a kind of labor that was 
costly, difficult to get and likely 
to embarrass the paper in emer- 
gency. Mr, Little, the circulation 
manager, simplified this system. 
An official postal guide of Canada 
was obtained, with the route 
number of each postoffice marked 
opposite its name in the alphabeti- 
cal list. When a_ subscription 
comes in, a girl writes down the 
subscriber’s name and_ address, 
looks up the postoffice in this 
special copy of the Postal Guide, 
and adds the number of the route. 
This route number is then printed 
on the address label, and any boy, 
without knowledge of a single 
postoffice in Canada, can distrib- 
ute addressed papers in the bag- 
racks, which are arranged accord- 
ing to routes by number. 

Canada as a field for the Amer- 
ican manufacturer offers a good 
many attractions, not the least of 
which is its accessibility. The 
United States already has the 
balance of the Dominion’s import 
trade. Out of a total of $260,000,- 
000 imported the last fiscal year 
Canada bought $166,000,000 worth 
of merchandise from this country. 
Her own manufactures are grow- 
ing, and there is a disposition 
among her own people to favor 
Canadian goods. Formerly the 
fact that a manufactured article 
had been made in Canada was a 
reflection on its quality, just as in 
this country, forty and fifty years 
ago, American manufactures were 
of dowbtful merit and generally 
distrusted. But in the past five 
or ten years Canada has created 
an iron and steel industry by 
bounties, and now makes shoes, 
cotton textiles, articles of hard- 
ware, machinery, etc., and in a 
few years more, it is said, will be 











able to clothe herself. The cap- 
ital invested in manufacturing 
plants is estimated at $500,000,000, 
of which $100,000,000 is American 
capital, often in branch factories, 
like those of Armour & Co., the 
International Harvester Co., etc. 
Canada’s coal output has been 
doubled in less than ten years. 
Montreal is the center of manu- 
facturing plants involving $75,- 
000,000 capital. But the character 
of Canadian manufactures is such 
that for many years yet the coun- 
try will import goods of the finest 
qualities, as well as machinery, 
labor-saving devices and, most 
of all, such novelties as lend 
themselves peculiarly to advertis- 
ing. So, while Canada is in warm 
competition with the United 
States for her own trade, there 
are manifest advantages for the 
American manufacturer seeking 
business within her borders. An- 
other competitor of the United 
States is Great Britain. But she 
is more a theoretical competitor 
than an active one. Canada has 
a preferential tariff that favors 
manufactured goods from Great 
Britain, but it seems to have 
acted to only a limited extent as 
a stimulus to trade. During the 
last fiscal year Great Britain 
bought over $100,000,000 worth of 
Canadian products, but sold in re- 
turn only $60,000,000 worth. For 
$166,000,000 worth of American 
goods sold in Canada during the 
same period, the United States 
bought in return but $75,000,000 
worth of Canadian products. 
Canada’s imports increased more 
than $7,500,000 last year, but 
there was a perceptible decrease 
in imports from Great Britain, 
and an increase in those from the 
United States. 

The moral to be drawn from 
these figures is that Great Britain 
is far off, and even the prefer- 
ential tariff has not been a real 
advantage to her in competition 
with the United States for the 
Dominion’s trade. A schedule of 
44 kinds of goods that Canada 
buys from both the United States 
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and Great Britain, with a tariff 
in favor of the latter country, 
shows only 13 groups of articles 
that Great Britain can sell to ad- 
vantage, and which she has in- 
creased trade since the tariff went 
into effect, while this country, 
paying higher duty, has an in- 
crease in nearly as many, includ- 
ing silks, brass and copper goods, 
optical, mathematical, _ photo- 
graphic and musical instruments, 
paints and varnishes, clocks, per- 
fumery and electrical apparatus. 
As an indication of what may be 
advertised to advantage in Can- 
ada it is well to give the follow- 
ing list of her requirements, made 
up by Canadian authorities: 

Linen, Woolen 300ds, Worsteds, 
Serg.s, Hosiery, Yarns, Essences, Cor- 
dials, Sauces, Teas, Coffees, Blacking, 
Grocers’ Sundries, Sausage Casings, 
3iscuits, Cakes, Machinery, Engineer- 
ing Tools, Edged Tools, Railway Sup- 
plies, Engines, Weighing Machinery. 
Haircloth, Jute Goods, Boots and Shots, 
Leather Trunks, Leather Bags, Wines, 
Shovels, Contractors’ Tools, Electrical 
Batteries, Electrical Specialtics, Ven- 
tilating Apparatus, Fishhooks, Pins, 
Time Registers, Fire Bricks, Bottles, 
Wire Rope, Builders’ Supplies. Paints 
and Colors, Oils, Wall Papers, Sport- 
ing Goods, 

An analysis of the customs im- 
portations shows that since the 
preferential tariff went into effect 
Great Briain has had the advan- 
tage of the United States only in 
the following articles: 

Manufactures of Wool, Linen, 
Leather, Carpets, Cordage, Confection- 
ery, Earthenware, Cotton, Flax, Glass, 
Curtains, Jeans, Gunpowder. 

The Montreal Star maintains a 
special advertising representative 
in London as well as New York, 
but finds that the latter office 
originates most of the foreign ad- 
vertising, while in England man- 
ufacturers feel more strongly at- 
tracted toward the South African 
trade than that of Canada. 
British manufacturers advertising 
in Canada seem to be those whose 
trade, like Pear’s, is already 
world-wide. But American man- 


ufacturers are advertising across 
the border, opening branch offices, 
building branch factories, and tak- 
ing advantage of their nearness to 
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the Canadian market. With a 
view to further promoting Ameri- 
can trade, and incidentally adver- 
tising the Star, Mr. Marson has 
lately started a little monthly ad- 
vertising journal called The 
Points of the Star, which not only 
sets before advertisers in the 
United States facts about the pa- 
per itself, but gives statistics and 
information of interest to the 
American manufacturer who 
ought to be in the Canadian field. 
The publishers of the Montreal 
Star furnish Rowell’s American 
Newspaper Directory detailed cir- 
culation statements with regular- 
ity. The daily Star was admitted 
to the Star Galaxy on April 14, 


1905. Jas. H. CoLiins. 
_—+o_-—- 
IMITATION TYPEWRITTEN 
LETTERS. 


Millions of these letters are sent out 
every year and I presume that nearly 
every user of them would like to have 
the recipient believe that he is in re- 
ceipt of a personally dictated, type- 
written letter, and perhaps he would 
so believe if the letters sent out were 
more like the real thing. ; 

In the first place the real typewritten 
letter is almost invariably double 
spaced, and is short; running from one 
hundred to two hundred and fifty 
words, and it occupies something less 
than a page of the regular letter 
size paper. ; 

The imitation typewritten letter is 
almost invariably written solid and 
covers from one to three pages, with 
from six hundred to two thqusand 
words to wade through. No matter how 
well the printer has done his work, 
or how skillfully the name and address 
have been filled in, or that a two cent 
stamp has been used, the sophisticated 
reader of to-day knows that it is not a 
genuine letter—just an {fmitation—and 
he looses interest at once and all too 
frequently files the letter—in the waste 
basket. The same matter, well printed 
and illustrated on a little folder, and 
accompanied by a letter brief enough 
to pass for a genuine typewritten letter, 
would undoubtedly double the results. 
_I presume that every writer of a 
circular letter feels that he has cut 
his composition down to the “irredu- 
cible minimum,” but if his letter is so 
long and full of pewerful statements 
that its size dismays the one who re- 
ceives it, he has lost two things—the 
cost of the letter rand a hearing. Bet- 
ter two short letters, at double the cost, 
that are read, than one voluminous, 
whole story letter that drops from the 
envelope into the waste basket. 

Several of the letters received lately 
have contained sentences that grate on 
ones nerves, and I doubt if they are 
conducive to business getting. “Do 


you think you are giving us a square 
eal by not answering our previous 
letters?” “Is it fair to allow a courte. 
ous letter, in response to your request, 
to go unanswered?” “Did you write 
merely out of curiosity or are you in- 
terested in our line of goods?’ These 
have the ear marks ot bull-dozing and 
I doubt if they rouse anything but 
one’s ire. Certainly one would not use 
that kind of language in a store, and, 
after all the definitions of a good ad 
have been considered, we shall have 
to agree that ‘“‘store talk,” the kind 
that actually results in the sale of 
goods, is the best for an ad, whether 
it is in the form of a display ad, book- 
let, circular or letter. 

The talk that sells goods will get a 
hearing, and that must be secured be- 
fore anything else can be accomplished. 
Too many of the letters sound like an 
essay. he man who wrote them ad- 
dressed an audience instead of one 
man, as he would do in a store. 

E. D. Snow. 


or 








Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circulation” 149,28 i 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35c. 











Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 
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ADVERTISING FOR 
BUSINESS. 


THE TRUST COMPANY, 
PARTMENT STORE OF 
HAS THUS FAR MADE 
RESS IN ADVERTISING ITS TRUST 
SERVICE THAN IN_ EXPLOITING 
GENERAL BANKING  FACILITIES— 
TRUST BUSINESS AN ESPECIALLY 
CLEAN, PROFITABLE AND  DESIR- 
ABLE BRANCH OF ITS TRANSAC- 
TIONS—HOW CAN IT BE ADVER- 


“TRUST” 





“THE DE- 
FINANCE,” 
LESS PROG- 


TISED?—METHODS OF THE LIN- 
COLN TRUST COMPANY, NEW 
YORK CITY, 





At the present time there are 
more than five national banks in 
the United States to each trust 
company. But the trust com- 
pany has grown so much faster 
than the national bank that its 
average resources, exceeding $3,- 
400,000, are nearly three times 

















Mr. FrepericK PHILLIPS. 
those of the average national 
bank. This remarkable growth of 
the “department store of finance,” 
as it has been called, is not due 
entirely to trust business, how- 
ever. Trust companies, taken the 
country over, perform every func- 
tion of a bank, with many that 
are not within the State or na- 
tional bank’s province. Their 
growth largely is due to commer- 
cial business, and in nearly every 
State there is a small proportion 
of that class of business known 
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as “trust business,” but which is 
more exactly described by the 
word “fiduciary.” 

Trust companies are liberal, ag- 
gressive advertisers. But their 
advertising largely resembles that 
of the banks. They exploit com- 
mercial banking facilities or sav- 
ings departments, safe deposit 
vaults, title examination and in- 
surance, certificates of deposit, 
corporation finance, etc. Perhaps 
less than ten per cent of their 
publicity deals with fiduciary 
business proper—the administra- 
tion of estates. Yet few classes 


of business are more desirable 
than true “trust” business. Fi. 
duciary business is stable for 


one thing, as it deals with the 
management of property for 
minors or heirs, and an estate 
once secured may remain on its 
books for years at a time. Trust 
business is also profitable, for 
while the company’s compensation 
is fixed by law at a general ay- 
erage for the whole country of 
about five per cent on the outgo 
and income of an estate, the ex- 
pense of handling is generally less 
than in commercial business. 

Why have the trust companies 
neglected this branch of their 
business in advertising? 

There are several reasons, the 
chief one being found in the new- 
ness of the trust company idea. 
For while the first trust company 
in New York State was founded 
nearly ninety years ago, the 
spread of these institutions over 
the country has been comparative- 
ly recent. The public does not 
yet begin to understand what the 
trust company can do for it, and 
the trust company, on its part, has 
not yet developed all the forms 
of service it can render the pub- 
lic. Primarily, it will help you 
make your will, act as co-ad- 
ministrator with your wife, or 
manage your estate alone, take 
care of minor children, or of in- 
competent adults, look after your 
property while you are alive, act 
as a receiver for your business, 
safeguard the funds of churches 
and benevolent institutions, fe- 
lieve you of responsibility in con- 
nection with the estates of friends 
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or relatives. But these are forms 
ot service that cannot be sold as 
quickly as general banking facili- 
ties. Where banks do business 
with living men, the trust com- 
pany aims also to carry on the 
affairs of dead men. It may suc- 
ceed to-day in getting the will 
of a man of property and an ap- 
pointment as his executor, but 
this trust may not become active 
business on its books for twenty, 
thirty or forty years. Conse- 
quently, in its development of 
fiduciary business the trust com- 
pany must depend a great deal 
upon the next generation. Up- 
on this fundamental form of ser- 
vice it has begun to build cer- 
tain kinds of service for the liv- 
ing. But development is slow, 
and advertising of fiduciary func- 
tions is so much slower in pro- 
ducing results that the trust com- 
panies find it more profitabe for 
the present to promote their bank. 
ing departments, 

Yet a number of trust com- 
panies have been successful in 
fiduciary advertising proper, and 
there are indications that this 
branch of business will from now 
on come in for more active ex- 
ploitation and development, One 
of the institutions that has used 
such advertising to good purpose 
is the Lincoln Trust Company of 
New York City. Frederick Phil- 
lips, secretary of this company, 
who also supervises its publicity 
expenditure and advertising, has 
given a good deal of thought to fi- 
duciary advertising. At the last 
convention of the American Bank- 
ers’ Association he read a paper on 
banking publicity that dealt very 
largely with this form of busi- 
ness. Recently, Mr. Phillips for- 
mulated, for PRinTERS’ INK, some 
of his views as to methods in such 
advertising, as well as recounted 
some of the channels taken by 
his own company in seeking fidu- 
Clary accounts: 

_ “The subject is one that is most 
interesting, when considered from 
a theoretical standpoint,” he said, 
“For what has actually been done 
is not so instructive as a consid- 
eration of what might be done. 
We should like to see more at- 


tention given to advertising the 
trust company idea, for no mat- 
ter what company exploits it for 
securing fiduciary business, there 
will be a general benefit to all 
trust institutions. 

“Practically, the Lincoln Trust 
Company has employed news- 
paper advertising to spread the 
trust company idea, as well as 
cards in trolley cars. These give 
general publicity and bring some 
inquiries that aid in the distribu- 
tion of booklets treating various 
phases of our fiduciary depart- 
ment. Booklets have also been 
distributed by mail to lists of per- 
sons whose business standing and 
property interests indicate them 
aS prospective clients for our 
fiduciary department, and in con- 
nection with this advertising we 
carry on active solicitation. The 
latter, after all, is the most effec- 
tive method of getting fiduciary 
business. Newspapers and litera- 
ture may discover prospective 
clients, but the best business is 
secured by solicitation. 

“One of our booklets is a sum- 
mary of the laws of inheritance 
of New York State, dealing with 
wills, descent of property, etc., 
and showing how the trust com- 
pany can render services in con- 
nection with estates. Another 
summarizes the New York State 
laws safeguarding trust com- 
panies. In speaking of these in- 
stitutions, it must be remembered 
that New York and Massachu- 
setts have probably the most con- 
servative laws for their control 
of any State in the Union. New 
York trust companies are forbid- 
den to conduct savings depart- 
ments, for example, and are re- 
stricted in their investments of 
trust funds as closely as the New 
York savings banks. They must 
make a quarterly report to the 
superintendent of banks, submit 
to an annual examination without 
notice, and furnish two semi-an- 
nual directors’ reports to the bank. 
ing department—altogether they 
furnish eight separate reports 
every year. In no instance has 
there been a loss of a single dol- 
lar of deposits to, any fiduciary 
client of a New York trust com- 
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pany, and in nearly one hundred 
years there have been only three 
failures of such institutions in 
New York State. No class of 
corporations chartered by the 
State is so carefully watched, and 
the safety of these institutions is 
due to the supervision of the State 
even more than to conservative 
management. Educational litera- 
ture, dealing with these safe- 
guards, written in a dignified tone, 
has an unmistakable influence in 
bringing fiduciary business, and 
in leading people to think of trust 
companies in connection with their 
atfairs. It backs up personal rep- 
resentation and also prepares the 
way for it. 

“One form of advertising we 
have scrupulously avoided—the 
sort that is probably familiar to 
all financial men in advertisements 
headed, ‘Your Will!’ or ‘If You 
Should Die To-night?’ There 
has been a good deal of bad taste 
exhibited along this line. Adver- 
tising that impresses upon read- 
ers the notion that they have to 
die in order to benefit by a trust 
company’s services lacks, further- 
more, the ring of conviction. The 
Lincoln Trust Company has 
sought to develop and advertise 
forms of fiduciary service that ap- 
peal to the living. Several of 
these are treated in booklets by 
themselves, and have advantages 
in attracting clients who might 
not be won over by the more 
familiar forms of service. 

“One of these is the Cumulative 
Trust Estate, offering a form of 
protection for the dependents of 
men who are not eligible for life 
insurance. A man may create one 
of these cumulative trust estates 
by depositing with us an amount 
as small as $100. They can be 
created by men or women,: and 
persons of all ages. The money 
is invested at interest and held 
for the beneficiaries designed by 
the creator, and the Iatter depos- 
its from time to time any con- 
venient sum exceeding $25. When 
payments are made as regularly 
as life insurance premiums would 
be, these estates compare favorably 
with insurance, and in cases 
where the cr@ator is over fifty a 
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cumulative trust estate will be 
found to yield more than life in- 
surance. Where insurance pre- 
miums are not paid, the policy 
lapses, but an estate of this char- 
acter goes on if payments stop. 
Policies are often reduced through 
loans, but a cumulative trust es- 
tate must be kept intact—it can- 
not be assigned nor attached by 
creditors. Such an estate may be 
created for the benefit of a child, 
to be paid over when it comes 
of age, whether the creator is 
living or not. Or the income may 
be paid through the child’s life, 
or an estate may be made for the 
benefit of a wife or an incompe- 
tent adult. As a feature of ser- 
vice for advertising, the cumu- 
lative trust estate offers many 
convincing arguments, and_ has 
genuine advantages over life in- 
surance and savings banks. 

“Another feature of trust ser- 
vice that figures in our advertis- 
ing are the Insurance Trust Es- 
tates. These are for men who 
Lold life insurance policies, and 
are designed to safeguard the es- 
tate created by life insurance after 
the death of the insured. A deed 
of trust is made, appointing the 
company trustee for the proceeds 
of policies, which, on death of the 
insured, are paid over to the com. 
pany to be invested. An insur- 
ance estate can be apportioned 
according to the wishes of the 
policy-holder, its income being 
paid to ‘his wife during her life 
and to his children thereafter. 
It safeguards the proceeds of in- 
surance and makes _ protection 
doubly sure. Instead of the per- 
plexities of control of money, 
often left with insurance to a 
woman or children of no business 
experience, the insured leaves an 
income, supervised by a corpora- 
tion that is perpetual. 

“Another form of fiduciary ser- 
vice that lends itself to advertis- 
ing is the care of funds of 
churches, benevolent societies, etc. 
Every day, almost, the newspapers 
contain notices that trustees have 
absconded, or that some upright 
man of business, acting as co- 
trustee, has heen involved by dis- 
honesty of his partner in a trust. 
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With such newspaper items, re- 
produced in folders, it is possible 
to make advertising literature of 
a most direct and convincing sort, 
We have used some of them in 
that way, but feel hesitation in 
going far with what a form of 
publicity that is too often in bad 
taste. Scare arguments are not 
in keeping with the dignity of a 
fiduciary company. 

“The best advertising for fidu- 
ciary business is that which comes 
from what we might call the 
‘pleased purchaser’-—that is, the 
profitable administration of an es- 
tate by a trust company. Only a 
very small proportion of the es- 
tates probated in New York City 
pass into the hands of trust com- 
panies, because the trust company 
idea is not as yet generally under- 
stood. But each estate success- 
fully administered creates com- 
ment and brings others. By good 
management it is possible for a 
trust company to make small es- 
tates produce a very satisfactory 
rate of interest—an income un- 
questionably beyond what would 
be produced by private adminis- 
tration. When we can do this, the 
advantages of the trust company, 
purely from a business standpoint, 
quite apart from considerations of 
security, are manifest to everyone 
who hears about such estates. 
This is a factor in advertising that 
cannot be duplicated in any way 
through the use of newspapers or 
literature. 

“In speaking of fiduciary adver- 
tising, apart from telling what we 
have done ourselves, I rather hesi- 
tate to lay down rules, because 
the matter is still so new and un- 
tried. Trust companies have to- 
day a number of definite forms of 
service to advertise, but in ten or 
twenty years, if they follow their 
own precedent, they will undoubt- 
edly originate many new forms, 
according to the needs of the pub- 
lic, and these will simplify their 
advertising problem. The latter 
really hinges on such kinds of 
service as each company can de- 
velop for its own community. The 
trust company has almost unlim- 
ited powers for good. It is the 
protector of the public, safeguard- 





ing the weak, feeble and ignorant, 
Not even life insurance has a 
higher or wider philanthropy or 
character. Their fundamental 
services will be eventually ex- 
panded and worked out in a wide 
variety of forms, I think, to suit 
various classes of business, and, 
like the many varieties of life in- 
surance policies, some of these 
forms of trust service yet to be 
developed will carry large adver- 
tising possibilities, 

“One rule can safely be fol- 
lowed in all advertising for fidu- 
ciary business—that of confining 
every newspaper advertisement, 
every booklet, every folder to some 
distinct form of service. It is a 
rule we follow here. Many trust 
companies, I observe, seem to 
think it good advertising to mass 
all the functions of a trust com- 
pany, from safe deposit vaults to 
administration of estates, in one 
grand omnibus announcement, and 
then to print that announcement 
without change year after year. 
This is clearly wrong. All the 
information is there, but undi- 
gested. Each feature of service 
should be taken up by itself, and 
not only advertised and explained 
alone, so that it stands out, but 
stated in fresh ways and from 
different view-points. In that way 
only may the public be interested 
and truly informed.” 

—_—_——_+o>—____—_ 


PATHOLOGICAL. 

Affable Stranger— I can’t help think- 
ing I have seen your picture somewhere 
in the newspapers. 

Hon. Mr. Greatman—Oh, no doubt, 
no doubt. It’s often been published. 

Stranger—Then I was not mistaken. 
What were you cured of?—London 
Tit-Bits, 





NEWSPAPER EXPRESSION. 





HAS THE LARGEST CIRCULATION. 
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MOTOR LEADS THE JANUARY 
MAGAZINES. 


Motor, the National Monthly Mag- 
azine of Motoring, shows over sixty 
thousand lines of advertising in its 
January issue, as against thirty thou- 
sand in McClure’s, its next and near- 
est competitor—January Cosmopolitan 
also makes a remarkable showing. 

Motor, the comparatively new 
Hearst magazine of motoring, which 
is not, be it understood, a trade paper, 
but which goes to the motor-car own- 
ers of the country, in its showing of 
advertising in the January issue has 
achieved a really wonderful success. 
The magazine was established in Oc- 
tober, 1903, and was almost immedi- 
ately recognized by automobile adver- 
tisers as an ideal medium for creating 
new business. Motor stands at the 
head of the list in the next column. 
Its automobile advertisers have come 
into its pages, partly because it is not 
a trade paper, nor an advertiser’s 
write-up sheet (there are plenty of 
automobile trade publications which 
cover the trade), but mostly because 
it is a class publication that goes to 
motor-car owners in their homes. 

This appears to be a valid reason 
for general advertisers, as well as for 
automobile advertisers, to use Motor 
as a medium, not on account of quan- 
tity, such as popular magazines have, 
but on account of quality. While 
Motor is a class publication, it goes to 
a moneyed class, each of whom 
spends from $600 to $12,000, or more, 
for pleasure, and each of whom not 
only has automobile needs to satisfy, 
but also has everyday needs, such as 
the general advertiser wishes to ap- 
peal to. 

Motor has 60,618 lines of paid ad- 
vertising in its January issue, against 
30,352 of its next nearest competitor. 
This is a powerful argument which 
its publishers ought to make much of, 
and which no doubt will be the sign 
post for many advertisers not already 
in its pages. 

Among general advertisers in Mo- 
tor, we find the Pantasote Company, 
Priestley Cravenette, White Rock, 
Heublein Bros. (Club Cocktails), 
Smith Premier, Mennen’s. Gorham, 
Younger’s Ale, Bustanoby Freres, etc. 

* * * 


The other magazine published by 
W. R. Hearst, the Cosmopolitan, has 
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been equally successful since it has 
come into the hands of its present 
proprietor. Last June, when it first 
changed hands, it occupied a position 
far down on the list in Printers’ 
Ink, which tabulated the advertising 
in leading monthly magazines. From 
that month it commenced to ascend 
the steps of the months,—month by 
month it increased in advertising fast- 
er than its contemporaries, so that the 
publishers believe that it will shortly 
be dividing first honors with its sister. 
publication Motor. 


ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR JANUARY. 


_ (Exclusive of Publishers’ own advertis- 
ing—asterisks [*] indicate magazines that 
state their advertising space is sold only 
for cash.) 

Pages Ag. Lines 


ESTE Ce Pe eee 61 60,618 
io ee ee i 30,352 
Business Man’s Magazine 
__* Be reine 132 29,68 
kf Life in America : — 
TS JOBS peer acer eer 160 27,556 
Review of Reviews......... 123 a: 
BPS TIPEC) gc eiesca0cecs 112. 25,088 
Harper’s Monthly ......... 108 24,269 
7 eR eae 108 24,222 
oe 100 22,400 
JP OSS ee ae eee 98 21,952 
PEPIN heed 55's ohn cls aio oiasas 97 —-.21,728 
SOUBEE AUPBC Dooce e's ose 95 21,280 
SPREE «Sis '0'9 10/410: 6.4°5i5 1s 89 ~—s_ 19,936 
American Illustrated Maga- 

Ee ere 81 18,1 
*Four-Track News ........ 75 <a 
National Magazine (Dec.).. 71 15,904 
——, Home Journal 

DURE. Sasceetace cnensss 7 15,800 
Good Housekeeping ........ = aaa 
World's Work .........<5. 68 15,323 
American Homes and Gar- 

dens SRD. nds peice wise daw 81 13,524 
Outing Magazine .......... 58 13,154 
*Delineator Cons errr 93 12,552 
Field and Stream (Dec.).... 54 12,296 
BORED toshb una baoksitncn cs 51-11, 592 
Overland Monthly (Dec.).. 51 11,424 
Woman’s , a Com- 

PRHION. {OGIE) 6 << oics voces 6 11,352 
SATE OC) 2 a ear nla 33 hg 
Normal Instructor (cols.).. 62 10,675 
Success: (C016.) ..os.esssess 60 10,342 
OS ae ee 45 10,248 
i ROMNEY “Sass ninsecs 45 ‘10,191 

7 ot ree eee 10,080 
World To-day ..<...600. 0 ps 10,080 
REORIMMMED ise 4 6-0 b)sib's:<'5 sso ns 43 9,632 
PREITODOUEON 6 6c oc cccccs0 coe 2 9,408 
Housekeeper (cols.)........ 45 9,000 
SONU resin eta cin cisieais uals 40 8,982 
Recreationn (Dec.)......... 39 8,848 
Ladies’ World (cols.)....:. 44 8,812 
Appleton’s Booklovers Mag- 

OS Pe seer 9 8,784 
Technical World Magazine 33 8,624 
Harper’s Bazaar .......... 37 8,346 
TS re ene 34 7,792 
Suburban Life (cols.)...... 43 9232 
Garden Magazine (cols.).... 48 6,967 
All-Story Magazine ........ 30  6,83a 


(Adv.) 
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DEPARTMENT STORE AD- 
VERTISING. 


The long article that appeared 
in Printers’ Ink for January 17th 
relative to department store ad- 
vertising in New York dailies is 
worthy of more than passing at- 
tention. Among its numerous 
items of interest the following 
may be noted: 

The department stores waste little 
money in unprofitable mediums. 

WANAMAKER’s is the most liberally 
advertised store in the metropolis, Wan- 
amaker’s is the only prominent store 
in New York or Brooklyn that uses 
more space in morning than afternoon 
papers. Wanamaker’s never advertises 
on Sunday. Not a line of Wanamaker 
advertising appears in the New York 
Times. In point of space, the Morning 
World stands first on Wanamaker’s 
list, and the American second. 

S1ecEL-Cooper Co. The “Big Store” 
stands second in amount of advertising 
printed during the week, but has by far 
the largest Sunday expenditure, more 
than one-fourth its space being used 
that day. 

BLOoMINGDALE BroTHeErs stands third 
in amount of space used. Of nearly 
4,000 inches of space taken by Bloom- 
ingdale less than one sixth represented 
advertising in morning papers. Bloom- 
ingdale advertising is noteworthy for 
the evenness with which it is distributed 
throughout the week and attention to 
the German papers. 

It is not certain that the proprietors 
of Macy’s know that a newspaper called 
the World is published in New York 
City. For none of this store’s adver- 
tising appears in that paper. 

Stmpson-CRAWFORD- Co. Next to 
Wanamaker’s the most extensively ad- 
vertised store of the better class, and 
to be regarded as Wanamaker’s most 
direct competitor. The feature of the 
Simpson-Crawford advertising is its 
daily week-day page in the Times, for- 
merly occupied by Wanamaker’s. 

The most noteworthy feature of 
Hearn’s advertising is the persistency 
with which its announcements occupy 
even columns. Hearn’s may take a 
single column, or two columns, or three 
columns, but it is seldom known to 
break one. No New York store paid 
so much for space in Brooklyn papers 
as Hearn’s, 

Enricu Bros. This is another popu- 
lar-price store publishing full-page ads 
crammed with pictures and prices, using 
only the evening papers through thé 
week, and mighty few of those. In 
proportion to expenditure, no other 
large store tells its story so emphati- 
cally on Sundays as Ehrich’s. 


Avams Dry Goons Co. is one of 
several popular-price stores that obtain 


all their newspaper publicity through 
large illustrated announcements in a 
small group of evening papers of wide 
circulation. It ignores the “quality” 
papers. 

Of all the  popular-price stores 
in New York Tue 14TH StREET STORE 
is said to be the cheapest. It gives 
trading stamps and is close to the 
hearts of the plain people. Its ads 
abound in cuts and figures and black 
type, and fastidious shoppers know it 
not. 

LogsEr’s is the Wanamaker’s of 
Brooklyn, as well as the largest depart- 
mental establishment in that borough. 
Its trade is high-class and its adver- 
tising modeled on Wanamaker’s to some 
extent, with only an occasional illus: 
tration. On Sundays the New York 
Sun carries a large Loeser ad, and 
seems to be the only Manhattan paper 
to do so on that day. 

ABRAHAM & Straus, the largest pop: 
ular-price store in Brooklyn, finds the 
Eagle its chief reliance, as do all the 
stores in that borough. 

The Evening Sun is H. O’Nemt & 
Co.’s chief medium, the Globe sec- 
ond, and the solider quality of the 
Evening World is indicated by the fact 
that it is third on this store’s list. 

The dignified house of Stern 
BrotHers follows pretty much the same 
advertising policy as O’Neill’s, spending 
slightly less for its publicity in the 
high-class afternoon papers, 

Saks & Company, while a depart- 
mental house in character, probably 
do more advertising to men than any 
other establishment in the city not 
catering to men exclusively. The Saks 
advertising is among the most cleverly 
handled in the city. Nearly everybody 
in New York sees the Saks advertising, 
and probably most advertising men are 
under the impression that this house 
pays for just about four times as much 
space as it actually does. 

The prim announcements of Lorp & 
TAYLOR are conspicuous for being set 
in italic and old style, with about as 
much white space as type. 

The announcements of James Mc- 
Creery & Co. are conspicuous for being 
Iimited to single-column width, and 
cut up into short individual advertise- 
ments which are scattered over a page, 
or sometimes through the whole paper. 
This store is the only one except Wana- 
maker’s that used no Sunday adver- 
tising. 

B. Attman & Co.’s name, is syn- 
onymous in New York with all that 
stands for the blue stocking in retail-- 
ing. Its ads are conservative descrip- 
tions, conspicuous for white space and 
quiet typography. 

ARNOLD, ConstaBLE & Co. is the 
third of a trio, made up of itself, Lord 
& Taylor and Altman, that is conspic- 
uous for dignified advertising, the 
quiet tone and (what-is more important 
to the observer of New York dailies) 
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the use of pretty much the same 
amount of space in the same mediums, 
and on the same days. This house 
alone, of the trio, uses German papers. 

H. C. F. Kocu & Co, is the Harlem 
department store most prominent for 
its newspaper advertising. With the 
problem of interesting people in a pop- 
ular-priced store on 125th street, near 
Seventh avenue, this establishment 
seems to find it well to put its entire 
expenditure into a few Sunday papers, 
following up on Monday morning with 
a reminder. 

During the week before Christmas 
the Globe stood third among all the 
morning or evening papers, English and 
German, of New York and Brooklyn. 

There is only one day in the week 
when the morning papers carry more 
department store advertising than the 
evening papers. That is Saturday. 

The relative standing of the Sunday 
papers of Manhattan and Brooklyn in 
the matter of department store adver- 
tising carried on December 17 was as 
follows: 

World, American, Herald, Brooklyn 


Eagle, Sun, Staats-Zeitung, Revue 
(German), Tribune, Times, Morgen- 
Journal, News, Brooklyn Standard 


Union and Press. 

The heaviest advertising on a week 
day is carried Thursday night; Friday 
is a close second; Tuesday is third, 
Wednesday fourth, Monday fifth and 
Saturday last. 

Among the morning papers the most 
advertising for department stores was 
carried Wednesday morning, with Tues- 
day second, Thursday third, Monday 
fourth, Friday fifth and Saturday last. 

In a single busy week, the daily and 
Sunday papers of Greater New York 
received 1,800 columns of advertising 
from twenty-three department stores, or 
265 newspaper pages. 

Everybody knows that the great 
department stores buy advertising 
space for less money than the small 
dealer is required to pay, line for 
line. Is not that something like 
the rebating system practiced by 
railroads that makes the Standard 
Oil and the beef trust so unpopu- 
lar at the present time? When 
the difficulties with the railroads 
and insurance companies have 
been adjusted will Mr. Roosevelt 
take the newspapers in hand? 

—\_++—___ 

New ways of advertising are con- 
stantly being devised. Some time ago 
the English papers contained an ac- 
count of an author in London who 
committed suicide for the purpose 
of advertising his latest novel, and 
now another Englishman, in New Zea- 
land, nas killed a Chinaman in order to 


call attention to a book he had written 
entitled: “The Yellow Peril.” 


Have You 
Real Estate 
For Sale? 


BUILDING LOTS, 
FARMS OR RANCHES, 
COUNTRY HOMES, 
FACTORY SITES? 


vorybody’s 





Will help you find a buyer, 
for $9.00, cash with order. 


Thirty clever brokers give 
concrete examples of how 
the thing ought to be done, 
in the February number, on 


sale everywhere. 


ROBERT FROTHINGHAM, 
Advertising Manager, 
31 East 17th Street, New York 
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ADVERTISING TOOL OUT- 
FITS. 


WHY HAMMACHER, SCHLEMMER & 
CO., THE WELL-KNOWN NEW YORK 
HARDWARE HOUSE, ADVERTISES 
CARPENTERS’ TOOLS IN THE 
MAGAZINES—THROUGH GENERAL 
PUBLICITY OF THIS CHARACTER 
THE COMPANY’S TRADE WITH 
LARGE PURCHASERS OF TOOLS IS 
HELPED—TWO FORMS OF ADVER- 

“TET OGT= 


TISING, “LOGICAL” AND 
CAL.” 
Since 1903 3 the well-known 


hardware house of Hammacher, 
Schlemmer & Co., New York City, 
has been using high-grade maga~ 
zines to advertise kits of carpen- 
ters’ tools ranging in price from 
$5 to $85 each. Casually, one 
would wonder how advertising in 
general magazines of a commod- 
ity that would seem to interest 
only a restricted class of people 
could ever be made to pay. Yet 
this house has persisted in its use 
for more than two years, and re- 
cently the advertising has seemed 
so important to other houses in 
this trade that several additional 
tool campaigns have been started. 

“What is the object of your 
advertising?” was asked of Dean 
Park, secretary of the company 
and its advertising manager. “Do 
you reach the suburbanite who 
builds his own chicken-coops? Or 
do enough carpenters read the 
magazines to make such a special- 
ty profitable? Or have you found 
that a large proportion of maga- 
zine readers are users of tools?” 

Mr. Park laughed. 

“We started this advertising to 
make our house known to the 
general public,” he replied, “with 
the object of securing the trade 
of any reader of the magazines 
who might subsequently become 
an important purchaser of tools. 
Our object will be clearer, per- 
haps, iif I tell you just what sort 
of a house we are. Hammacher, 
Schlemmer & Co., have been in 
business nearly sixty years in 
New York, or since 1848, as 
wholesalers and jobbers of hard- 
ware. We do not manufacture at 
all, but in over a half-century we 
have made the house a distribut- 
ing center for the very best in 


hardware—Disston saws, Russell 
Jennings’ bits, Stanley planes, etc, 
We are not local retailers, nor do 
we sell to retailers nationally, but 
are national sellers to theconsumer 
of tools. We not only have a rep- 
utation for handling large quanti- 
ties of the very best in every line 
of hardware, with corresponding 
prices, but our stock is so exten- 
sive that it embraces over 70,000 
items, The /ron Age has pro- 
nounced us one of the most ad- 
mirably arranged and best equip- 
ped hardware establishments in 
this country, if not in the world. 
Primarily, we are after the big 
consumers of tools. Our travel- 
ing salesmen, for example, visit 
every piano manufacturer in the 
United States twice a month, and 
every furniture manufacturer, 
and factories in a hundred other 
tool and hardware using trades. 
Here in New York we do an ex- 
ceedingly large business with the 
street railway and elevated road 
people. 

“To reach this trade we have 
long used technical journals for 
advertising, in addition to our 
salesmen, and this might be called 
our logical advertising. But two 
years ago we _ undertook this 
magazine publicity which has at- 
tracted your notice as a form 
of what might be called il- 
logical advertising. The tool 
consuming public all over the 
country knows us, but it is con- 
tinually being augmented by 
newcomers who do not. To-day a 
man is a banker or realty man, 
we'll say, and never uses tools ex- 
cept about the house, and doesn’t 
know the name Disston in connec- 
tion with saws or Maydole in con- 
nection with hammers. But next 
month he may be one of the direc- 
tors of a newly incorporated man- 
ufacturing enterprise, or may buy a 
block of houses, or form any other 
business connection that brings 
him into the market as a large, 
constant purchaser of tools and 
hardware. It was with a view to 
making men of that class ac- 
quainted with our house that this 
illogical magazine advertising was 
undertaken. Even after the idea 
had been evolved—and I think we 
are safe in saying that we were 
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first to use publicity in this way— 


there was some hesitation as to 
how we should go to work. What 
could we advertise? Home tocl 
chests were finally settled upon as 
the only thing suitable to offer the 
general public. We made up five 
tool kits—one at $5, containing 


fF 
i 
F 
£ 








“Of Quality” 





} Consisting of a slid dak, brassatrimmed. high!y 
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Tools @ Hardware 






Cembination Bench and Tool Cabinet 
fished cabinet, with workbench avd vise: 


assortment, 95 in all, — the finest quality standard carpenters’ tools. 


mplete, as illustrated above, $85.00 





six tools; a fourth cabinet at $20, 


with forty tools; and finally a 
combination cabinet and __ tool 
bench selling at $85, with nearly 
100 tools for home carpenter 
work, gas-fitting jobs and general 
tinkering. 

“We do not like to be known 
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We make also the ee Outiits incpetissed oak, brastimmed Wail Cabinets, about the site 
Gf adarge Sult-case, with sume joadd of tools as abore, 
5.00 
46,00 
bis 


Re fe: 84; a0 36 Fools: $15.00 





Our lines inchide Builders’, Cabinet and Piano Maan, Botts, sea: Nuts and 
Factory’ Supplies and alt kinds of Smali Tools for Wood and Metal Workers iaiso Benches 
We deal with consumers direct and invi ite Correspandence, 
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Modeling und Plaster Carving Tools, 
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fourteen wat in a nad cabinet 
for home use, and particularly for 
the tool-loving boy; a second at 
$10, with twenty-four tools; a 


third cabinet at $15, with thirty- 





as a oul order arate and to 
show you why, I will state that all 
the tools in these outfits are of 
the very best, and are sold on 
this plan at a very small margin. 
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Simply as a merchandising propo- 
sition there would be little or no 
profit in them. Our object was 
to sell a man a cabinet and trust 
him in time to learn, however ig- 
norant he might be of tools, that 
he had secured a collection of the 
very best to be had at any price. 
He might learn this by using 
them, or some tool-wise friend, 
examining his collection and 
reading the names of makers, 
would tell him that he had dealt 
with the Tiffany of the tool and 
hardware trade.” 

“Has this advertising idea been 
borne out by the results from 
your magazine publicity, Mr. 
Park?” 

“Entirely. In the first place, 
we have sold hundreds of tool 
sets, and extended our operations 
beyond the small list of magazines 
first selected. And in the second 
place these sales have made us 
friends. We fancy that we can 
trace the effect on our trade jour- 
nal advertising and in our sales 
to large tool consumers. Results 
have, in fact, been so gratifying 
that I should be very sorry to 
have to discontinue our general 
magazine publicity.” 

“What sort of people buy these 
tool cabinets ?” 

“The best class of people— 
readers of high-grade magazines 
like the Century, Harper’s Month. 
ly, Country Life in America, Mc- 
Clure’s, Literary Digest, Mun- 
sey’s. If it were always consist- 
ent with a good advertising policy 
we should make it a rule to go 
only into magazines with fixed 
rates. That alone would bring us 
into the publications of highest 
character. As it is, we never 
make any kind of trade deal— 
don’t believe in them for a 
moment, 

“All our advertising is scrupu- 
lously watched for replies and 
orders—particularly orders. All 
our literature, booklets, cata- 
logues, etc., whether for the gen- 
eral public or the trade, are num- 
bered. When we advertise home 
outfit No. 100 in Country Life in 
America, a card is made out for 
our records showing the name of 
the publication, amount of space 


used, cost of space, date of issue 
and the key number used. As 
each reply comes in it is checked, 
and each order. When an inquir- 
er neglects to give the key num- 
ber we write him and send a 
stamped envelope, asking where 
he saw our ad. When a man 
comes in down stairs to buy tools 
in person the salesman asks him 
how he became acquainted with 
our house, and this information is 
entered on a slip that gives the 
customer’s name and address, the 
class of goods purchased and the 
amount, with any remarks the 
salesman may see fit to add. 
There is nothing that we will not 
do to trace results of our adver- 
tising, either in magazines or 
trade journals, or to determine the 
character of results brought by 
each medium. It is surprising, 
too, how generally customers are 
able to definitely tell what pub- 
lication led them to us. So many 
houses are advertising to-day, and 
so much care is taken to trace re- 
sults, that the public generally 
recognizes the right of a business 
house to know how business rela- 
tions began. Another remarkable 
fact in connection with our maga- 
zine advertising is the inquiries 
we receive with key numbers of 
advertisements printed a year and 
two years ago. Our very first ad- 
vertising in the magazines is still 
working for us. We also receive 
a small proportion of inquiries 
from foreign countries in response 
to our magazine ads, though we 
do not cultivate foreign business. 
Packing and shipping for export 
are troublesome, and we do not 
develop that business. 

“Another matter that might ap- 
peal to you jis the method we have 
taken to offset the general liking 
for a price that includes freight 
or express charges. Our prices 
on the home tool outfit are f. o. b. 
New York, but do not include 
transportation. Since Jones. began 
to pay the freight, though, the 
public has been educated to that 
idea, and we frequently receive 
inquiries as to why freight is not 
included. In reply we refer to this 
paragraph in our catalogue: 


We do not pay the transportation charges, 
unless added to the prices. We assume our 
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patrons would prefer to pay the actual cost 
rather than have a Aigh guess made and the 
amount deducted from the quality of the tools. 
No matter what the method is, consumers in 
all cases pay the freight and where you buy 
at a delivered price you are simply helping to 
pay the freight for somebody who lives per- 
haps hundreds of miles further away than you 
—as it must be eguadized when paid by the 
dealer. Therefore our goods are F. O. B. cars 
New York and you pay only the actual cost. 

“When the matter is put in this 
light there is not only willingness 
to pay freight, but I believe that 
in competition with a house that 
included freight in its prices we 
should have a very material ad- 
vantage.” 

“Mr, Park, do you ever find in 
your magazine advertising that 
there is difficulty in fixing the 
name of your house on the public 
memory—your corporate name is 
not exactly what would be called 
a simple one.” 

“Well, the German names 
‘Hammacher’ and ‘Schlemmer’ are 
a little difficult. We get some of 
the most amusing mail in New 
York I presume, for people mis- 
spell the name in ways that make 
it almost unrecognizable. Yet, 
while the name may have disad- 
vantages where it is seen for the 
first time, I believe that there is a 
very decided advantage in it after 
it has grown familiar to a cus- 
tomer. It can never be confused 
with the name of any other house, 
As a help to beginners we have, 
for some years, made a practice of 
printing it on every page of our 
catalogues, so that the _ initials 
stand out, and thus we become 
_— by the term of ‘H. S. & 


“Next year the character of our 
advertising in the magazines is to 
be changed somewhat. The auto- 
mobile movement has made it 
possible to advertise a kit of auto 
tools which we call our ‘Tourist 
Autokit.’ This sells at $25, and 
contains thirty-eight tools, weigh- 
ing eighteen pounds. It will reach 
not only the class of magazine 
readers we have found most worth 
while in exploiting our home kits, 
but men of affairs, in charge of 
factories and other business enter- 
prises, who will likely be large tool 
consumers,” 

This house has even had good 
results from. the magazines where 
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tool oufits were advertised as 
Christmas presents, and its suc- 
cess has lately led several other 
tool and hardware houses to enter 
the field. The newcomers, it is 
said, have taken up advertising in 
magazines with a different motive, 
exploiting home kits upon purely 
commercial lines for the profit 
that may be made out of them im- 
mediately. Many of the Ham- 
macher, Schlemmer & Co. maga- 
zine ads refer to lines of profes- 
sional tools, offering catalogues 
for wood-carvers, leather-workers, 
clay-modellers, plaster-carving, 
etc. Another feature of the maga- 
zine advertising is exploitation of 
tools for manual training schools. 
The copy and illustrations for this 
advertising are prepared by Mr. 
Park, while the business is placed 
by the J. W. Morgan agency, 
Temple Court, New York. 


ANTE UP! 

Just one minute—the astronomers 
tell us that a monster comet is heading 
tor the earth with the speed of an 
express train. Only a few days re- 
main in which to pay your subscription 
to the News—we don’t want to have 
to trot. all over hell to find you.— 
Andalusia News. 
os 


THE boy never gets out of a man. 
Remember that when painting imple- 
ments. Red-top boots ought to be 
reflected in every piece of machinery 
offered for sale.—Agricultural Adver- 
tising. 











—_—___~+>- 


Raise your own salary!—Advertise- 
ment. 
As if we were all 


dents.—Life. 


insurance presl- 
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AGENCY DOINGS. 


Tue Milbourne Advertising Agency 
has moved to their former quarters, 218 
East Baltimore street, Baltimore, Md. 





Tue advertising of the Loconia 
Company, Chicago is now. handled by 
the Lee Advertising Company of that 
city. 

Tue Mosessohn Advertising Agency, 
Inc., of Portland, Ore., are placing the 
advertising of the Scottish American 
Farm Lands Co. of that city. 


W. S. Hirt Company of Pittsburg 
is placing the advertising of the Bel- 
don Transmission Co. and_ the Hotel 
Annex, both of the Iron City, 


Tue special lecturer before the 
School of Commerce, Accounts and 
Finance of the New York University 
on Monday, Jan. 15, was Collin Arm- 
strong, treasurer of Albert Frank & 
Co. who discussed financial advertising. 


A. A, TANYANE, advertising manager 
of Human Life, Boston, since its first 
issue has resigned his position to go 
into the agency field. He has formed 
connection with the Donnelly and Sons 
Agency of Boston, who have lately se- 
cured the Gillette Razor account, 


Tue Franklin P. Shumway Co., of 
Boston, is placing in agricultural papers 
an appropiiation from the American 
Agricultural Chemical Co. of New 
York, Boston and Chicago. This agen- 
cy has also renewed their contract with 
Hewes & Potter of Boston for 1906. 


AmonG the recent contracts sent out 
by Barnhardt & Swasey, San Francisco, 
are contracts for from 4,000 to 8,000 
lines for C. Benedict Co. (Kantstoop 
Brace-and-Always-Ready Dress Shield), 
running in the principal cities in Wash- 
ington, Montana, Utah, Nebraska and 
Towa. 


Tue Horn-Baker Advertising Agency, 
Kansas City, Mo., is testing 50-line copy 
for the Dr. Southington Remedy Co. 
of that city. Only a small list of 
papers will be used in the test and 
if the proposition proves successful Dr. 
Southington will take on quite a large 
list of mail-order papers. 


A new mail-order fit proposition is 
being promoted by the Miller Medicine 
Co., St. Marys, Kansas. The proposi- 
tion “Treatment on two weeks’ ap- 
proval.” 1s-line copy is being placed 
in a list of mail-order monthlies and 
weeklies, by Horn-Baker Advertising 
Agency, Kansas City, Mo. 


Tue Massengale Advertising Agency, 
of Atlanta, Georgia, have had their ap- 
propriation from the Coca-Cola Com- 
pany, for advertising, doubled during 
1906 over that of 1905. They are using 
back covers, in color work, on maga- 
zines. They are also taking up a list 
of. religious papers, and in February 
will take up a list of dailies. 
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Tue A. R. Elliott Advertising Agency 
of 66 West Broadway, has closed up 
one of the largest contracts ever given 
for advertising in various medical 
journals, with the Bovine Company, of 
75 West Houston st., New York. It 
will include pages and half pages in 
about every medical journal in the 
United States, and in several foreign 
countries, 


THE Massengale Advertising Agency, 
of Atlanta, is placing advertising in the 
magazines for Ignatius Fried, Mobile, 
Ala.; J. W. Roberts & Son (cigars), 
Tampa, Fla.; McClamroch Mantel Com- 
pany, Greensboro, N. C.; Barber & 
Kluttz, Knoxville, Tenn.; Eagle & 
Phenix Mills, Columbus, Ga.; Coca-Cola 
Company, Atlanta, Ga.; Franklin Man- 
ufacturing Company, Richmond, Va.; 
Equitable Banking & Loan Company, 
Macon, Ga. 


THE Massengale Advertising Agency, 
of Atlanta, is placing contracts in 
dailies for Dr. Tichenor’s Antiseptic 
Company, New Orleans, La.; Laxo 
Company, Durham, N. C.; Capudine 
Chemical Company, Raleigh, N. C.; 
Cheek & Neal Coffee Company, Nash- 
ville, Tenn., and Houston, Tex.; Bailey 
Brothers Tobacco Company, Winston- 
Salem, N. C.; Battery Park Hotel, 
Asheville, N. C., Walla Walla Chewing 
Company, Knoxville, Tenn.; J. K. Orr 
Shoe Company, Atlanta, Ga, 


Notices of the consolidation of the 
various glucose interests, being a mer- 
ger of the four principal concerns of 
this country under the name of the 
Corn Products Refining Company, are 
now appearing in the leading newspa- 
pers of New York and Chicago and 
are supplemented with similar adver- 
tising in many of the leading financial 
publications. This is a deal involving 
a capital of $80,000,000, in which the 
Title Guarantee and Trust Company of 
New York acts as depository and issues 
transferable certificates. This adver- 
tising is being placed through the Theo. 
H. Lee Departmert of the Frank Pres- 
brey Company, New York City. 

+o 


TuE Dry Goods Reporter, of Chicago, 
says: “To make the greatest success in 
any line of work, one must keep in 
touch with every influence that tends 
to help you in that work.” Advertising 
men who subscribe to this statement 
should lose no time in subscribing to 
Printers’ INK, the journal that keeps 
one in touch with every influence affect- 
ing the art of advertising. 

pee cee ne eee 


THE resources of the English 
language are at the command of every 
advertiser, but the resources of the 
firm that advertises may be much more 
limited.—Rhode Island Advertiser. 

——— 

ADVERTISE for a dollar if you would 
be sure of a dime.—Agricultural Ad- 
vertising. 
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A Roll of Honor 


(FOURTH YEAR.) 


No amount of money can buy a piace in this list for a paper not having the 
requisite qualification. 





Advertisements under this p are pted from publishers who. accord- 
ing to the 195 issue of Rowell’s American Newspaper Directory. nave suomitted for 
that edition of the Directory a detailed circulation statement. duly signea and datea. 
also from publishers who for some reason failed to obtain a figure rating in the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL of Honor of the last named character are marked with an (>). 





These are generally regarded the publishers who believe that an advertiser has a right 
to know wnat he pays his hard casn for. 


Announcements under this classification. if entitled as above. cost W cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.80 for 
@ full year. 10 per cent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail. properly signed and dated. covering the additional period. 








in accordance with the rules of the American Newspaper Directory. 


Publications which have sought and obtained the Guarantee Star have the 
Wes of using the star emblem in their advertisements in the Roll of Honor at 


the regular rates of twenty cents a line. 


The extent and full meaning of the Star 


Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 


description of each publication possessing it. 


No publisher who has any doubt 


that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 


securing and using the Guarantee Star. 


ALABAMA. 


Athena. Limestone Democrat. weekly. R. H. 
Walker, pub. Actualaver. jirst 5 mos. 1905,1,082. 


‘or 1904, 


Birmingham. Ledger. dy. Average 
labama. 


19.881. Best advertising medium in 


ARIZONA. 


Phoenix. Republican. Daily aver. 1904 6.889. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


CALIFORNIA. 


Freano. Evening Democrat. Average April, 
&,195. Williams & Lawrence, N. Y. & Chicago. 


Mountain View. Signeofthe Times. Actuai 


weekly average for 1905, 22.580. 


Oakland. Herald, daily. Average for 1904. 
7,588. Now 8.500. E. Katz, Spec. Agent, N.Y. 





Oakland. Tribune, evening. Average for nine 
months ending Sept. 30, 1905,daily 18,447. 


Theatri- 


The Billboard. America’s Leadin 
hilan, 806 


cal Weekly, San Francisco office, 37 
Market St. Rube Cohen, Mgr. 


San Franclaco. Call, d’y andS’y. J. D. Spreck- 
els. Actual daily average for year ending 
August, 1905, 62,617; Sunday, $8,941. 





San Franelseo. Sunset Magazine, monthly, 
literary; two hundred and eight pages, 5x8. 
Circulation: 1904. 48.916: 11 months 1905, 
59,545. Home Offices, 431 California Street. 


San Jose. Morning Mercury and Evening 
Herald. Average 1904, 10,573. 
COLORADO. 


Denver. Clay’s Review, weekly; Perry A. Clay, 
Actual ater. for 1904, 10,926, for 1905, 11.688. 





Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1905, 46.610. Average 
Sor Dec. 1905, dy. 47,898. Sy. 64.459. 











&@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICOT. 


Ansonia, Sentinel, dy. Aver. for 1904, 4,965. 
ist 6 months 05 5,111. E. Katz, Spec. Agt., N. Y- 


Bridgeport. Evening Post. Sworn daily av. 
1905,10,989, E. Katz, Spec. agt.,. N. Y. 


Bridgeport. Telegram-Union. Sworn daily 
av, 1906.10,171. E. Katz. Spec. Ayt.. N.Y. 


Meriden. Journal, evening. Actual average 
Sor 1904, 7,649. 


Meriden. Morning Kecord and Republican. 


daily average for 1905. 7.887. 

New Haven. Evening Register. daily. Actual 
av. for 1905,18,711: Sunday, 11,811. 

New Maven, Paliadium, dy. Arer. 1904, 7.857, 
First 6 mos. ‘05, over 8.000, E, Katz, Sp. Agt..N.Y. 

New Haven. Union. Av. 1904,16.076. First 
six mos.,’05.16,18%. E. Katz, Spec. Agt., N. Y. 

New London, Day, ev’g. Aver. ’04, 5,855. 
1905, 6.109. E. Katz., Spec. Agt., N. 

Norwalk. Evening Hour. Daily arerage year 
ending Dec.. 1904,8.217. Aprilcire., as certified 
by Ass’n Am. Adv’rs. all returns deducted, 2,869. 


Norwich. Bulletin, morning. Arerage for 
190k, &.850; 19065, 5,920; Dec., 6,122. 


Waterbury. Repentionn. dy. Aver. for 1904. 
770. La Coste & Maxwell Spec. Agents, N. ¥. 


DELAWARE. 
Wilmington. Every Evening. Average guar- 
anteed circulation for 1904, 11,460. 
DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1905. 85.5650 (©@@)- 
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FLORIDA. 

Jacksonville. Metropolis, dy. Av. 1904, 8.760, 
First six mos. 06, 9.028. E. Katz, Sp. Ag., N.Y. 
GEORGIA. 

Atlanta. Constitution. D’y av. ’04, 88,388; 
W’y 107,925. Aug. v5, d’y 40,723; S’y 50.102, 


Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi- “weekly 56.781. 


Atlanta. News Actual daily average 1904, 
24.280. S. C. Beckwith. Sp. ag.,N. Y. & Chi. 


Auguata. Chronicle. Only morning paper. 
1904 average. duily 5.661: Sunday 7.480. 


Recaviiie. Herald Arerage for March. April 
and May, 1,875. Richest county in So. Georgia 
ILLINOIS. 

Catro. Citizen. Daily Averuge 1905, 1,052, 
a 1904, 1.127%. 

Champaign. News. Oct.and Nov., 1905,no issue 

of daily less thun 8.010; @’y and wely, 6,200. 


Chieago. Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average Sor 1904, 4.100(@O). 





Chieage Breeders’ Gazette. week $2.00. 
Averaye circulation 1905, to Oct. ist, 66, Tes" 


Chicago. Farmers’ Voice and Naticnal pout. 
Actual aver., 1905, 80.700. Jun., 1906, 42,460 


Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual averuge 1904, 18.750. 


Chicago. Inland Printer. Actual average cir- 
culation sor 1904, 18.812 (O ©). 


The Billboard. America’s Leading Theatri- 
cal Weekly. ‘“hicago office, 87 South Clarg St., 
Suite 61. ’Phone Cenral 5934.’ W.A. Patrick. Mgr. 


Ohieago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000. 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. Keaches ney 90% of the post- 

ices in Nebraska; 80% of the postoffices in 
Illinois. Michigan, ictouate. Iowa and Minn- 
esota; half the povtoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


Ohi. Soom Record-Herald. Arerage 1904, daily 
145.761. Sunday 199.400. average first four 
mos. 1905, daily 143,928, Sunday 208.501. 
t#The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 
Chicago. System. monthly. The System Coe 
uo. Kastern office | Madison Ave., ¥. 


Yor year end., Feb. 1905, 88.730, Issue Sor Sept. 
1905, 60.200. 


Kewanee. Star-Courier. Actual average cir- 
culation, 1905, daily, 3.297. weekly, 1.298. 


Peoria. Evening Journal, daily and Sunday. 
Sworn daily average for 1904, 13,525. 


Peoria. Star, evenings ana Sunday morning. 

Actual average for 1904, d'y 21,328. S’y 9.987. 
INDIANA. 

Evanaville. Journal-News, Av for 1904, 14.« 
030. Sundays over 15.000. E. Katz, 8, A..N.Y. 

Marion, Leader, daily. W. B. Westlake, pub, 
Actual average for year 1905 5,628, 

Muncie, Star. Average 1905 daily, 27,600, 
Sunday 16,9038. * 
Notre Dame. The Ave Maria, Somotie weekly. 
A net averuge Jor 1904, 28,81 











PRINTERS’ INK. 23 


aie Sun-Telegram. Sworn av. 1905, dy. 


South Berd. Tribune. Sworn daily average, 
1905,%.205. Sworn aver. for Dec., 05, 7,609. 


IOWA. 


Clinton, Advertiser, Average Dec. 1905, 
11,255. City ape aol t. 048, which is 
doalle that of any other pa 


Davenport. Democrat raat Leader. Larvest 
guar. cityctrcu'n. Sworn aver, Dec., 1905, 8,503. 


Davenport. Times, Daly arer. Dec,, 11.408. 
Circulation in City or total guaranteed greater 
taan uny other puper or no puy Sor spave. 


Des Moines. Capital, aaily. latavette young. 
publisher. Actual average svuld 1 $6.35. 
Present circulation over 40.000, City and State 
circulation largest in Iowa. More local advertis- 
ing in 1905 in 32 issues than any competitor in 
365 issues. rate jive cents Jive cents a line. 


Bosied. Gate City, Dail Daily av. 1904, 3.1453 
1905, 3.4 





Muscatine. Journal. Daily av. 1905, 5,882. 
Semi-weekly 8,098. 


Sioux City, Journal, daily. Average for 1904, 
sworn, 21.284. «Av. for Nov., 1905, 26,458. 
Priuts most news and most vonerer and local ad- 
vertising. Read in 80 per cent of the homes in city. 

Sioux Olty. Tripune. Evening. Net sworn 
daily, average 1905, 24,287 : Dec.. 1905, 23.854, 

a paper of of Largest paid circulation. Ninety 
per 6 ent of Sioux City’s reading puhlic ng 4 
he Tribune. Only Iowa paper that haa the 
Guaranteed Star. 


KANSAS. 
Wutchinaon. News. Daily 1904, 2.964. First 
five mos, 065, 3.896. LE. Katz, Sp. Agent, N. Y. 
KENTUCKY. 


Harrodaburg. Democrat. Put it or your 1906 
list; 3c. per 1,000; Al. Proven av. cir., 83.582. 

Lexington. Leader. Ar. 04. evg. 4.041. Sun, 
5.597, Aug., 05, evg..4.549. EL. Katz, Spec. Agt. 


Louiaville. Times. Daily average year ending 
June 30, 1908, 86, 025 (8). Be Beckwith Agency, Rep. 


Paducah. Journal of La of Labor. wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers, 


LOUISIANA. 
New Orleans. [tem. official journai of the 
vity. Av. cir. sirst eight months 1906, 22,095. 


MAINE. 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average sor 1904, 1,269,641. 


Augusta. Kennebec Journal, dy. and wy. 
yo daily, 1905, 6.986. weekly, 2.090. 


ngor. Commercial. Average sor 1905, daily 

% iss weekly 29,117. 

Dover. Piscstoame Observer. Actual weekly 
average 1905, 2,019 

Lewiaton. Beene Journal, daily. Aver. for 
1905, 7,598 (©@), weekly17.448(@@). 

Phillipa, Maine Woods ana Woodsman.weekly, 
J. W. Brackett Co. Arerage for 194, 3,180. 





Portland, Evening Express, Average for 1904, 
daily 12,166. Sunday Telegram, 8,476, 
MARYLAND. 
Baltimore, American, dy. Aver. to June 30,'05, 
64,068, Sun., 58.813. No return privilege. 


Baltimore. is dally: ovenin News Pub- 
lishing Co: —e = erage 195, 60.673. For 


i”, 1905, 58.918. 
The absolute correctness of the 
VA lutest circulation rating accorded 
lata the NEWS is cnenaad by the 
AN meliohere of a 8 American 


who will 
pay one M hundred “ei &. to the 
Jirst person who successfully con- 
troverts its accuracy. 
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MASSACHUSETTS. 


Boston, “vening Transcript (OO). Boston’s 
teu tuble paper. Largest amount of week day adv. 


Boston. Globe. Average 1905, daily, 192.584. 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
100.000 more circulation than any other Sunday 
prper tn New England.” advertisements go in 
morutng and asternoon editions for one price. 
&2 The absolute correctness of the latest 

circulation rating accorded 

the Boston Globe is guaran 

teed by the publishers of 

the American Newspaper 

Directory, who will pay one 

hundred dollars to the first 
person who successfully controverts its 
accuracy. 

Fall River. News. Largest cir’n. Daily ar. 04, 
6.95351). Robt. Tomes, Rep., 116 Nassau St.. N.Y. 

Springfield, Farmand Home. National Agri- 
cultural semi-monthiy. Total paid circulation, 
872.564. Distributed at 59,164 postoffices. 
Eastern and Western editions. Al) advertise- 
ments guaranteed. , 





Springfield. Good Housekeeping,mo. .iver 
age 195, 206.088. No issue iess than 200.000. 
All advertisements guaranteed. 


Gostnainte. New England Homestead. co | 
important agricultural weekly in New Knglan 
Paid circulation, 40,000. Reaches every post- 
office in Mass.. R. 1.. and Conn., and all in Ver 
mout, New Hampshire and Maine. except afewin 
the woods. All advertisements guaranteed. 


Woreenter. Evening Post, daily. Worcester 
Post Co. Average for 1904. 12,617. 


Woreester. £’Opinion Suatigne, daity (© ©). 
Paid average for 1905, 4,25 


MICHIGAN. 


Grand Rapida. Herald. Average daily iseue 
last six months of 1904. 28.661. Only morning 
and only conten aoe ta its field, Grand Rapids 
(pop. 1ev,v00)and Western estern Michigan ( pop. 750,000), 


Grand Rapids. Evening | Press dy. <Arerage 
1905, 46.456. Covers Western Michigan. 


Jackxon, Patriot, a. Actual daily | av. 
erage Jor 1904, 3.158. v. sept., $3.35 


1905, 8.3572. 
Kalamazoo. Evening Telegraph. First 6 mos. 
1905, dy. 10.1238, June. 10.174, 8.-w. 9,683, 


Saginaw. Courier-Herald, pog] Sunday. 
Averuye 1905,12.894: December, 1905, 13.507. 


Saginaw. Evening News. daily. Average for 
1905,16.710. December. 1905, 18.342, 


Sault Ste. Marie. Evening News. daily. Ar- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneapoilia, farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56.814. 


Minneapoiia, Svenska Amerikanska Posten. 
Swan J, Turnblad, pub. 1204,52.063. 

Minnexpoiis. Farm, Stock and Home, semi- 

monthly. -Actuai remy age 14,79.730. Actuai 

averuge 1905, SZ,18 : 

The absolute accuracy of Farm, 

Stock & Home's circulation rating 

is guarauteed by the American 

ov aL New: r Directory. Circulation is 

AN practically conjined to the rarmers 

aa = of Minnesota. the Dakotas. Western 

ésconsin and Northern Iowa. Use 

it to reach section most prontably. 


Minneapoils. Journal, Journal Printing 
Co. Arer. for 1903, ST.039: 1904, G4.8388; 
1905, 67.588. Oct, 1205. 67.847. Nov., 68,848, 
Dec , 67.927. 

The absolute accuracy of the 
Journal's circulation ratings ts 
guaranteed bu the American News- 


Aa paper Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and gues into more homes 


thax any pa r in its jield. It 
brings results. 


PRINTERS’ INK. 














W. J. Murpuy, pub. 
Deviy 


Minnenpoila Tribune. 
Est. 1867, Oldest ry wn daiiy. 
0 Oct, 1, 1905, 99.478, 


ar erage Sor é mos. 
Sunday, 7.925. 
CIRCULAI’N = The Evening Tribune ts guar- 
anteed to have a larger circula- 

tion than any other Minneup- 

olis newspiper’s evening edi- 


GUAR tion. currier-delivery of 
AN th? daily Tribune in Mm..eup- 
TEED olisismmy thousands greater 


than that of any other 
paper, The 
by Am. Newn- alove erceeds 40.000 daily. 
paper Diree- Tri 


news- 


city cirenlutun 
The 








ory. an 
ape 

St. Paul, The Farmer, s..mo. Rate, 40c. per 

line, with discounts. Cir et Sor six months 


endiny December, 115, 92.62 

St. Paul. Dispatch. Average net sold for year 
1905, 68,968 daily. 

&t. Paul. Volkszeitung. Actual arerage 1904, 
dy. 12.655. wy. 25.637. Sonntagsblatt 28.640, 


MISSISSIPPI. 


Hattiesburg. Progress, ev'g. Av. d’ 
end'g Jan., 195, 2.17%. Pop, 14,00, an 


MISSOURI. 


Clinton. Kepublican. Wy ar. last 6 mos. 1996, 
3.840. D’y. est. Apr.,’04, av. last 6 mos.’04, 800, 

Kaneas Clty. Journal, d'y ard w’y. Arerage 
for 1905, daily 65.446, weeriy 205,001. 
Joplin. Globe, daily. sverage 1904, 12.016, 
Oct.,’05,18.874. E. Katz, Special Agent, N. Y. 


cire., yr 
growing. 





St. Joseph, News and Press Cire, ist 6 mos. 
1906, 35.823. Smith «& Thompson, Hust. Rep. 


St. Louisa. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average sor 1904, 
8.080(@ ©). astern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 


monthly. Average for 1902, 68.588: areraye sor 
4903, 106.625: average Sor 1904, 104.750. 


MONTANA. 


Butte. [nter-Mountain. 
circulation 1904. 13.678. 
. 


Sworn average daily 
Beckwith Sp. Agency. 


NEBRASKA. 

Lineoin, Daily Star. evening 
and Sunday morning. -ictual 
daily average Jor 1904,15.2 
For 195, 16.409. Only 
raska paper that has 
Guarantee Star. 

Lincoln. Deutsch- ” Jc, Farmer. weekly. 
Average #905, 147.0% 

Lineoin, Freie ay weekly. 
for 195, 150.784. 


Lineoin. Jcurnal and News. 
1904, 26.338, 





Neb- 
the 





Actual average 


Daily averace 
February, 1905, averaye, 28.055, 
NEW HAMPSHIRE. 
Nashua. Telegraph. The only daily in City. 
Sworn aver. for Sept. and Oct.,1905 4,204. 

NEW JERSEY. 


Elizabeth, Journal. Av. 1904. 5,522: jirst 
mos. 1905.6,318: last 6 mos. 1905 6.718, 


Jersey City. Evening Journal. Areraye for 
1905. 22.456. Lust mos. 1905, 23,408. 





Newurk. Evening N —_. a News Pub. 


Co. <Average Sor 1905. 60.1 
NEW YORK. 


Albany. Evening Journal. Daily averaye for 
1904, 18.258. lesthe leading paper. 


Albany. Times-Union. every evening. Est. 1856 
Average for 15, 84.659, December, 85,479. 

















PRINTERS’ INK, 


Binghamton, Evening Herald, daily. Heral¢ 

Co. . Aver.sor year end. June. 1905, 12,289 (>) 

Buffalo. Courier, morn. Av. /904, Sunday 79,.- 
$82; duily 50.940; Enquirer, even.. 32.702. 

Buffaio. Evening News. Daily average 1904, 
88.457; 1905, 94.690, 


Corning. Leader. 
6.2883 1905. 6.595, 


evening. Arerage, 1904. 


Cortland, Democrat, Fridays. Est. 1840. Aver 
4905, 2.126. Only Dem. paper in county. 


Glena Faila, Morning Star. Average c:rcula- 
tion, 1904, daily 2.292. 


Mount Vernon. Daily Argus. Average 1905, 
8.218. Westchester County’s leading paper. 


Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than all other Newb'gh paperscomodined 


New York City. 
American Magazine (Leslie’s Monthly), Pre- 
sent average circulation, 256.108, Guaren- 


teed average, 250,000. Excess, 78.296. 


Army & Navy Journai a 1863. Actual weekiy 


average for 52 18sues. 1904.9.871 (OO). Only 
Military paper awarded **Gol “Gold Marks.” 
New York, American A Agriculturist. Best 


farm und family agricultural weekly in Middle 
and Southern States. Circulates 100,000 cop- 
ies weekiy, of which 95.468 are actual nena 
subscribers, as 2 count of June 1,190. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’s subscribers in New 
York include 7 in the State. In 
New Jersey it goes to 77¢ of all the ae s; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 
and to 20% to 40% of tne postoftices in the Southern 
States. All advertisements guaranteed. 


Raker’s Review. monthly. W. Rk. Gregory Co. 
publishers. Actual average for 1905 5.008,. 








Benziger’s magazine, family monthly. Ben- 
ziver Brothers, Arerage for 1904,87,028. pres- 
ent cerculation, 50.000, 


Clipper, weekly (Theatrical), Frank Queen 
Pup. Co,, Ltd. Aver. for 195, 26.228(OO). 


Gaelic American. weekly. Actual arerage for 
1904, 8.179; for 1905, 28,989. 


Haberdasher, on est. 1881. Actual average for 
1905, 27,166. Binders’ affidavit and Post Office 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, morthly. 
In 1905. average isaue, 19.020 (© ©). 
Db. T. MALLETT. Pub.. 253 Broaaway. 


Leslie’s Weekly. Actual arer. yearend. Aug 
1904, 69.077, Pres. av. over 85.000 weeily. 


iy. average yor‘ 6.508. ee 

Printers’ Ink, a journal 
for advertisers, published 
every Wednesday.  Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly |; 
average for 1904, 14,- 
918. Actual weekly av- 
erage for 1905, 15,090 


copies, 
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The Billboard, America’s Leading Theatrical 
Tr New York Office. 1440 Broadway. Wal- 
r K. Hill, Mgr. Fhone 1630 Bryant. 


The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, average cir- 
culations for 1905—all to paid-in-advance sub- 
seribers. F. M. Lupton, issher. 


The ‘all Street Journal. Dow. Jones & Co., 
pubs. Daily averuge 1905, 13.158. 


The World. Actual arer. for 1905, Morn,. $05,-+ 
490, Evening, 571.706. Sunday, 411.074. 


3t 
The Tea and Coffee Trade Journal. Average 
errculation Jor 1905, 4.205(3k); January, 1906, 
issue. &.618 (2k). 
Roeheater. Case and Comment, mo. Law. Av. 
for 1904, 30.000 ; 6 uears’ average. 30.103. 


Seheneetady, Gazette. daily. A. N. Liecty. 
Actual drerage for 1903, 11.62%, 194. 12.574. 


Syracune, Evening Ileraia. daily. Herald Co., 
pub. Arer, 195, daily 85.552, Sunday 40,098. 





Utien. National Spoeervent Contractor, mo. 
Average for 1904, 2.625 

Utiea. Press. daily. Otto A. Meyer, publisher. 
Average for 195. 14,889. 


NORTH CAROLINA. 


Chariotte. Observer. North Carolina's to 
most newspaper. Actual daily aver. 1904, 6.14 
Sunday, 8.4038, semi-weecly, 4.496. 


OHIO. 


Ashtabula. Amerikan Sanomat 
Actual average for 1905. 10.766. 

Cleveland, fngineers’ Review. Actual cir. 
for 1905, 280,650; monthly aver, 20,888 copies, 

Cleveland. Plain Dealer. Est. 1841. Actual 
daily averave 1904, 79.460: Sunday 68.1938. 
Dec., 1905, 69.454 daily; Sunday, 78.981. 

Dayton. Herald, evening. Circ., 1905. 17,518. 
Largest in Dayton, para at full rates. 

The Billbourd. America’s Leading Theatrical 
Weekly. Cincinnati, New York, Chicago. 


Youngstown. Vindicator. D'y ar, '04,12,020. 
LaCoste Maxwell. N Y. & Chicago. 


Finnish. 


Zaneaville. ‘Limes-Recorder. Sworn ar. ist 6 
mos, 1905.10,427. Guar’d doubie nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 1905 arer. 
11,161. Dec,,’05,11,.980. E. Katz. Agent, N.Y. 


OREGON. 


Portland, Journal. Dy. and Sy. Actual aver 


Jor Dec., 1905, 24,058. aver. year '05, 21, 926. 


PENNSYLVANIA. 


Cheater. limes, ev’g d'y. Averave 1905, 7.740. 
N, Y. office, 220 B’way. F. R. Northrup, Mer. 
Erie. Times, daily. «aver. for 1905, 15.248, 
December, 1905,15.661. E. Katz. Sp. Ag., N. Y. 


Marriaburg. Telegraph. Sworn ar., Oct..18.- 
616. Largest paid circulat’n in H’b'g, or no pay. 


Philadelphia, Farm Journal, 
movtnly. Wilmer Atkinson Com- 
pany, pebeners. Average for 
568.266. Printers’ Ink 
ounried the seventh Sugar Bowl 
to Farin Journal for the reason 
that *‘that paper. among ail those 
“published in the Un ted States, 
“has been pronounced the one 
“that best serves os Soreness 
San dl 
‘ror the agricultural popula- 
Mi sthe and as an effective and 
“economical medium for com- 
“municating with them 
“thronah its savertising coiumns.” “ Unlike any 
other puper.’ 











ok Mindsinbie.. zee Press is 
Great wspaper of 
Phitaaciphia® x is . Gold Mark 
Newspaper, a Roll of Honor News- 
paper,and a Guarantee Star News- 
paper, the three most ——-. 
characteristics for an: 
r. Average circulation Daily 
Press. December, 1905. 106.981: average circu- 
lat on Sunday Press, mber, 1905, 145.296. 


In 
Philadelphia 


UA 
Cont 
TEED 





nearly 
everybody 


reads 


The 
BULLETIN 


| 


Net paid daily average for the year 1905: 


211,134 COPIES A DAY 





The BULLETIN’S circulation figures are 
net; all damaged, unsold, free and returned 
copies have been omitted. 


WiiuaM L. McLEax, Publisher. 


PRINTERS’ INK. 


Philadelphia. Confectioners’ Journal, 


mo. 
Av. 1904, 5.004: 195, 5.470 (QO). 


Philadelphia, German Daily Gazette. ver- 
circulation ist 6 mos.,1 95, daily 50.996: ae 
40.188; sworn statement. C Cir. books open 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA. 


DECEMBER CIRCULATION 
The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in themonth of December, 1905: 
17 








Tota] for 25 days, 4,188.127 copies. 
NET AVERAGE FOR DECEMBER, 


167,525 copies per day 


BARCLAY H. WARBURTON. President. 
PHILADELPHIA. Jnuary 8. 1906. 


THE PITTSBURG 
POST, 





UA the largest daily (morning) 
Onn and Sunda —- = 
TEED the city o ittsbure, 


never made use a premiums 
= gift enterprises as circula- 
ion getter. It goes to the 
rome of the buyer. The Western Penns > 
vania field cannot be covered without ¢ 
lost. Objectionable advertising leapebeded 
from its columns. Circ., dy. 60,026, S. 71,255. 











West Cheater. Local News. 


daily. W. H. Hodgson. srerayefor 

1904, a a. In its 34th year. 

AULA BP Independent. ester County 
AN and vicinity for pit field. Devoted 
ifaaey to home news. se 18 @ home 


paper. Chester County is second 
in the State in agricultural wealtk 


Williamaport. Grit. America’s Greatest 


Weekly. Average 1905,226.718. Smith & Thomp- 
son, Reps., New York and Chicago 


York. Dispatch. daily. Average for 1904, 
8.974. Enters two-thirds of Yoric homes. 
RHODE {SLAND. 
Pawtueket. Evening Times. Average c/r- 
culation, 16.889 for 1905, 


Providence. Daily Journal, 17.290 (©). 
Sunday,20. 486 :O0). Brening Bulletin 87. 8386 
averaye 1904. Providence Journai Co.. pubs. 


Weaterly. Sun. Geo. H. Utter, pub. Aver. 1905 
4.467. Largest circulation in Sout 1. 


SOUTH CAROLINA. 


Oharieaton, ae Post. Actual dy. aver- 





age for 1905, 4.50 














PRINTERS’ 


Columbia, State, Actual aver- 
age for 1905, daily 9,587 copies 
(OO) ; semi-weekly '04, 2,251, Sun- 
day 05, 11.072 (@©). Act. aver. 
July to Dec. 31, '05, daily 10,153; 
Sunday 11.524. 
TENNESSEE. 


Knoxville a one _ 
une. ily average 
j Jan. 31, 1905. 15.060 bie). Weekly 


UA average 1904, 14.5138. 
© AN 7 an 6 OF only Dan! papers in 
an ou pa: in 
7“ ong. awarded the F oe] 


The leader in news, circula 
tion, influence aa advertising patronage. 


Knoxville, Sentinel. Av. ’05,10.562. Led near- 
est competitor 41,000 in advrert’ng. ‘04, 6 days v8.7. 


Memphia. Commercial Appeal, daily. Sunday. 
weekly. Average 1st 9 mos. Fm" dat y 89.120. 
Sunday, 55.497. weeily, 8 1.822. Smith & 
Thompson, Representatir es N. Y. & Chicago. 


Nashville. Banner. aoe. Aver. for year 1903, 
eTT2: Sor 1904, 1.2708. Average March, 


l, May, 1905, 31, Phra 
TEXAS. 


Denton. Record and Chronicle. Daily av. 
1905, 947. Weekly av.. 8,141. daily and 
weekly reach nearly 30 per cent of the tax paying 
Samilies of Denton county. 

E] Paso. Herald. Av.’04. 4,211; June’0s. 5.080. 
Merchants’ canvass showed HERALD in 80% of El 
Paso homes. Only Ei Paso paper eligible to Roll 
of Honor. J.P. Smart, 150 Nassau 8t., N. Y. 


San i Standard, weekly Average for 


1904, 2.909, 
VERMONT. 


Barre. Times, daily. F. E. Langley. ‘tn 1905 
3.527, for last six mouths, 1905,8,.691 


Burlington, Daily aoe. evening. Actual 
daily average 1904, 6.018 ; last 6 mos., 6.625; 
last 3 mos., 7,024; last month, 7.847 


Burlington. Free Press. Daily av. ’04, 6.682 ; 
05, 6.558. Largest vity and State circulation. 
Examined by Assoc’n of American Advertisers. 


Rutland. Herald. Average 1904, 3,527. Av- 
erage 1905, 4,286. 
St. Albans, Messenger, daily. Actual average 


Sor 1905, 3,051. 


VIRGINIA. 
al 1 ae Dispatch. Averuge 1904, 9,400; 1905, 


Norfolk. Landmark (QQ). 
paper. Circ. genuine. No pac Nopads. VanDoren, Sp’l. 


Richmond, News Leaaer, ¢ Mery afternoons. Actual 
daily average 1904, 28.575 (see American News- 
paper Directory). It hae no equal tn pulling 
power between Washington and Atlanta. 


Riehmond, Times-Dispatch, 
morni 

Actua “daily average year end- 
ing December. 1904. 20.172. High 
price circulation with no waste 
or duplication. In ninety per cent 
of Richmond homes. The State 
paper. 


Leading home 





UA 
GUAR 
TEED 


WASHINGTON. 


Olympia. Recorder—evening. aut increased 
to 6 pages daily, 12 pages Sat turday 

Tacoma, Ledger. Dy. ar. Dy. av. 1904, seine S8y., 
18.475: wy., 9.524. Aver. 6 mos., oy June 
30, 1905, Daily, 15.189. Sunday, 19,77 


Tacoma, News. Daily ar aieeeaiabdin ont 
ing May 31,16,82%. Saturday issue, 17.495 


WEST VIRGINIA. 


Parkeraburg, Sentinel, gate. R. E, Hornor, 
pub. Average sor 1904, 2.820. 


Wheeling. News. Daily paid ts 11. ae8. 
Sunday paid circ., 11.887. For Guara 
tees a paid circulation equal to - other two 
Wheeling papers combined, 





—— 

December (Holiday) 
Advertising 

in Memphis 








THE 
Commercial Appeal 


INCHES 
Local Classified Foreign Total In. 


27,643 8520 4,979 41,142 


NEWS-SCIMITAR 
INCHES 


Local Classified Foreign Total In. 
16,535 4,290 1,758 22,583 
Excess of Commercial Appeal 
over News-Scimitar: 
INCHES 


Local Classified Foreign Total In. 


11,108 4,230 3,225 18,559 

















The COMMERCIAL APPEAL published 
more local advertising than the com- 
bined local, foreign and classified ~ 
vertising of its competitor. Local ad- 
vertisers want not only the largest total 
but the a city circulation—their 
aay ge t) pe gegen oe ae 

y 65 per cent over other paper is 
local proof of city otrowlation 

The December iF maken ay in the Com- 
MERCIAL APPEAL was a gain of 32 per 
cent over December, 1 


COMMERCIAL APPEAL CIRCU- 
LATION (Detailed, Sworn, Net Paid) 
Daily - - - 38,915 
For 1905 }Sunday - - - 55,887 
Weekly - - 80,585 
Daily Gain, 4,950 over 1904 
Sunday “ 8,885 over 1904 


Only Memphis newspaper issuing de. 
tailed sworn net paid circulation state- 
men 


The record-breaking year of the 
South’s record-breaking and pre-emi- 
nent newspaper. 

SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Tribune Bidg., Potter Bidg, 

CHICAGO. NEW YORK, 





28 
WISCONSIN. 


Janeaviile. Gazette. d’ly and s.-w'y. Cire’n— 
average 1904. duily 2.881: semi-weekly 3,207, 

ae ye Evening Wisconsin, d’y. Av.1905, 
26.648 (OO 


Milwaukee. comme, daily. Senani fe. pub. 
Average 15,40.517. Dec., 1905,41, 157. 











Onhkosh, Nostuaaeee day. ert Sor 
1904, T2351. 


First eight mor months 1905, 7.608 


T" WISCONSIN 
GRICULTORIST. 


Wis... Est.1877; only Wis- 
” whose circulation 





Racine, 
consin pa 


rau 1s guaranteed by the Am. News- 
AN pauper Directory. Actual weekly 
TEED eroregs Soren 87.254: for 1905, 
41.748. N. Office. Temple 


Court. W.C. dinates, Mor. 


WYOMING. 


Cheyenne, Tribune. Actual gua average net 
Sor jirst six months of 1905, 4,8 


BRITISH COLUMBIA. 


Vaneouver. Province. ~ 1 Average for 


PRINTERS’ INK. ’ 


MANITOBA. CAN. 


Winnipeg, Free oe daily and weekly. Av- 
erage for 14. dai.y. ey Ween Y, 15.801, 
Daily. November", 1905, 31 89 


NEW BRUNSWICK. CAN. 


St. John. Star. Actual daily average for 
October, November, December, 1904, 6,091. 


NOVA SCOTIA. CAN. 


Halifax, Herald (© ©) and a Mail, 
Circulation, 1905, 15,5538. Flut rat 


ONTARIO. CAN. 
Toronto. Canadian Implement and Ventote 
Trade, monthly Average for 1905, 6.088 


Toronto, The News. Sworn daily average 
first nine months 1905, 88.858. Rate 3c. flat. 
Largest circulution of any evening paper pub- 
lished in Outario. 


Toronto. Star, daily. 
cember, 1905, 41,091. 
QUEBEC. CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual averave 1904. daily 
80,259; Av. Mar., 05, 95.826. Sat... 118.892, 





Daily average De- 








Montreal, Star.dy.&wy. Graham &Co. Av, 





1905. 8.687; Dec.. 1995, 9.008, H. DeClerque. 


U. 8. kepr.. Chicago and New Yor ne. for 08, dy. &5.12%. wy. 122.269. Av. for 14, 


dy, 56.795, wy. 125.240, 
Sherbrooke. Daily Record. Average /905, 
6,152: December, 1905, 6,658. 





daily. Colonist P.& P. 


Co, Aver. for 194, 43.56 (2) ; For 195. 4.302, 


THE DATE 


Circulation statements covering the year 
1905, will be in time to have attention in 
Rowell’s American Newspaper Directory for 
1906—thirty-eighth year of publication—if 
they are received on or before 

15 


FEBRUARY 


Orders and copy for display advertise- 
Announcements 


Vietoria. Colonist. 





ments, and Publishers’ 
should come to hand within the same time 
limit to insure proper attention, the submit- 
ting of proofs and the making of desired 


corrections. 


















PRINTERS’ INK. 








EE 





©©) GOLD MARK PAPERS©® 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marksi@ ©). 


Announcements under this classification, from publications having the gold marks in the 
Directory, cost 20 cents per line fat week, two lines (the smallest advertisement accepted) cost 
is 


$20.80 for a full year, 10 per cent 


count, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D. C. 
THE EVENING AND SUNDAY STAR (©®©). 
Reaches 90% of the Washington homes. 
GEORGIA. 
ATLANTA CONSTITUTION. <Aug., 1905, Daily 
40.728 (OO), Sunday 50.102, Wkly 107,925. 


ILLINOIS. 
GRAIN DEALERS JOURNAL (@O). Chicago. 
Largest circulation; best in point of quality. 
BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest. beat 
known. Subscribers in every State and Territory. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©) 

Best paper in city ; read by best people. 


MASSACHUSETTS. 

BOOT AND SHOE RECORDER, Boston (© ©) 
greatest trade paper; circulation universal. 

BOSTON PILOT (OO), every Saturday. Kuman 
Catholic. Patrick M. Donauoe, manager. 

BOSTON EVENING TRANSCRIPT (@O). estab 
lished 1830. The only gold mark daiiy in Boston, 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America, 

TEXTILE WORT.D RECORD (QO), Boston. is 
the “bible” of the textile industry. Send tor 
booklet. “The Textile Mill Trade.” 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(OO) hegre omy Minn; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 


THE NEW YORK TIMES (©©), Over 100,000 
metropolitan circulation. 


BROOKLYN EAGLE (@@) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©@©). Rochester, N. Y. 
Best advertising medium in this section. 


_ ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influence and prestige. 


THE CHURCHMAN (@©)._ Fst. 1844; Satur- 
days; Protestant-tpiscopal. 47 Lafayette Place. 


VOGUE (©). the authority on fashions. Ten 
cents a copy; $4a year. 11-13-15 I. 24th St., N.Y. 


THK IRON AGE (©O), established 1855. The 
recognized authority in its representative flelds. 


ENGINEERING NEWS (@O).—The leading pa- 
per in the engineering world. —Herald, Syracuse. 
E. News prints more transient ads than ail 
other technical pap: rs: 1% & 3c. a word. 7ry it. 


pLECTRICAL W_ RLD (@©), established 1874. 
The great international weekly. The consolida- 
tion of the ELECTRICAL WORLD AND I.NGINEER 
and AMERICAN ELECTRICIAN. Average circula- 
tion, 1905: ELECTRICAL WORLD AND ENGINEER 
(weehly), 13,702; AMERICAN KLECTRICIAN (month- 
ly), 17,917, R 











HARDWARK DEALERS’ MAGAZINE, 
In 1905, average tissue, 19,020 ( de 
D. T. MALLETT, Pub.. 263 Broaaway, N. Y. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s teading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE ‘(© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser. 


OMLO. 

CINCINNATI ENQUIKER(©©). Great—infl:- 
ential—of world-wide fame. Best advertisiny 
meaium in prosperous Middle West. Rates anu 
information supplied bv Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PRESS ‘9? ) is the Great Home News- 
paper of Pailadelphia. it is a Gold Mark News- 
paper, a Roll of Honor Newspaper, and a Guar; 
antee Star mae ge the three most desirable 
characteristics for any ncwspajer Average 
circulation dai.y PrEss, December, 1905, 106,931 
—— circulation Sunday Press, December 
1905, 145,295. 


THE PUBLIC LEDGER (© ©)—Inderendence 
Halland Public ledger are Philadelphia's land 
marks; omly paper allowed in thousands of Phila 
delphia homes Circu'ation now larger than in 
70 years PUBLIC LEDGER gained 1,365 columns 
advertising in five months ending Dec. Ist, 1905, 
over same period 1904. 


THE PITTSBURG 
©® DISPATCH ©o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fleid. Only two-cent 
morning paper as-uring a prestige most 
protitabie to advertises. rgest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 
THE STATE (©©), Columbia, 8. C. Highesy 
quality, largest circulation in South Carolina. 
TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes 
see; semi-monthly. ‘he South’s authoritative 
industrial trade journal. 


VIRGINIA. 

THE NORFOLK LANDMARK (@©©) is the 
home paper of Norfolk, Va. That speaks volumes, 
WISCUNBIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 

CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MalL. Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, 


from papers of the 


requisite grade and class, cast twenty cents per line per week. 
Under a YEARLY contract, two lines (the smailest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
‘(HE BILLBOARD for musicians, vovalists and 
lecturers. San Francisco, 37 Phelan Bldg., 
806 Market St. 
CULOKADO. 
7 Denver Post. Sunday edition. Jan, 21, 
1906, contained 4,731 different classified ads 
a total of 944-10 columns. ‘ne Pos? is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the !'OsT is 5c. 
per lineeacb insertion. seven words tothe line. 
CONNECTICUT. 
ERIDEN, Conn.. RECORD covers fleld of 50.000 
« population ; ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc.. half cent a word aday. 


DISTRICT OF COLUMBIA, 
Tes EVENING and SunpDAy STAR. Washington, 

.C. (@ ©). carries DOUBLE the number of 
WANT Ase of any other paper. Rate lc. a word. 


ILLINOIS. 


TYRE Champaign News is the leading Want ad 
medium of Ventra! Eastern Lilinois. 


debbie BILLBOARD for privilege men and con- 
cessionaires. CHLCAGY, 878. Clark, Room 61, 


EORIA (IIL) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


6° NTEARLY everybody who reads the Eng- 
lish language in, around or about Chi- 
cago, reads the DAILY NEWS,” says the Post- office 
Review. and that’s why the DaiLy News is Chi- 
cago 's “want-ad” directory. 


INDIANA. 


HE MARION LEADER is recognized as the best 
result getter for want ads, 


‘|. HE Terre Haute STsR carries mure Want ads 
than any other Terie Haute paper. Raie, 
onecent per word. 


‘(HE Muncie STAR is the recognized Want ad 

medium of Muncie. It prints tour times as 
much classified advertising aaily as all other 
Muncie dailies combined. 


i ag Indianapolis NEws during the year 1904 

printed 125.207 more classified advertise- 
ments tnan al! other dailies ot ‘ndianapolis 
combinea. printing a total of 273.730 separate 
paid Want ads during that time 


i ier” Star league. composed of Indianapolis 
>TAR. Muncie STAR and Terre Haute STAK; 
general offices. Indianapolis. Rate in each. one 
cent per word; vombinea rate. two cents per 
word. 


URING the month of October. 1904, the In- 
dianapolis STAR pubiished 55.870 snes of 
classified advertising. In October, 1905, it nub- 
lished 88,214 lines. a gain of 32.344 lines. It STAR 
want aas did not pay, the report would have 
been different. 


10WA. , 


‘P.RE Des Moines KEGISTER AND LEADER: onl 
morning paper; carries more “want’’ 
vertising than any other Iowa newspaper. One 

cent a word. 





i HE Des Moines CaPiTaL guarantees the lar- 
gest city and the largest total steeaietion 
in Iowa, ‘The Want give 
turns always. ‘lhe rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 
MAINE, 
HK EVENING EXPREsS carries more Want ads 
than all other Portiand dailies comvined. 
MARYLAND. 
sig * Baltimore Nikws carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium or Baltimore 
MASSACHUSETTS, 
9) 5 CENTS for 30 weste, 5 5 days. Daly ENTER- 
a= +) PRISE, Brockton. Mass.. carries soliu page 
Want ads. Circulation exceeds 10,000. 
& bee Boston EVENING TRANSCRIPT is the lead- 
irg educational medium in New England. 
It prints more advertisements of schools anu in 
structors than all other Boston dailies combined. 





HE BOSTON GLOBE, daily and Sunday. in 
1905. printed a total of 427.227 classified ads. 
There were no trades, deals or discounts. There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905, 


MICHIGAN, 
~AGINAW CoURIER-HERALD (daily), only Sun- 
day paper; result wetter; circulation in ex- 
cess of 13,500; ic. word; 4e subsequent. 


MINNESOTA 
fer Minneapolis JOURNAL carried over 13 
per cent more Want ads garine. November, 
1905, than any other Minneapolis daily. No free 
Wants and no objectionable | Wants. Circulation. 
ora. ,039; 1904. 64.384; 1905, 67,88; December, 1905, 
7,927. 
‘HE ST. PAUL DISPATCH IS ALL YOU NEED 
in St Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily net printed 
and sold circulation of the St. Paul DIsPaTcH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circulation in St. 
Pavl or Minneapolis that charges full rates for 
all classifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over i904. Seven telephone trunk lines assist in 
receiving local classitied business. 


HE _ MINNKAPOLIS TRIBUNE 1s the recognized 
Want ad medium of Minneapolis and has 
been for many yeurs. It is the olaest Minne- 
apolis agi and has over 100,000 subseriber:, 
which is 30,000 odd each day over and avove any 
other Minneapolis aaily, Its evening edition 
alone has a larger circulation in Minneapolis. by 
many Tha than any other evening paper. 
It r 80 of Want advertise- 
ments every week at full price (average of two 
pagers a day). no free ads; prive covers oota 
morning and evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of paid Wantea aavertisements or the 
amount in volume. 


MISSUOUKI. 
HE Joplin GLoBe carries more Want ade 
than all other papers in Southwest Missouri 
combined, because - it 1h ones results. Une centa 
word, um, 5c. 
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MONTANA. 
‘tHE Anaconda STANDARD is Montana's great 
“Want Ad” medium; ic.a word. Average 
circulation (1904), 11.359 ; Sunday, 13,756. 
NEBRASKA. 
INCOLN JOURNAL AND NEWS. Commaned cir- 
culation over 27,000. Cent a word 
NEW JERSEY. 
PLIZABETH Datty JourRNaL—Leading Home 
“4 paper: 10to 2% pages. Only “Want” Med- 
ium, Cent-a-word. Largest circulation. 





N EWARK. N. J, FRrie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 


NEW YORK 
‘i EAGLE has no rivais in Brooklyn's 
classified business. 


VUE Post-EXPRESS sis the best afternoon Want 
ad-meaium in Kochester. 


LBANY EvreNInG JoURNAL. Fastern N. Y's 
4 best paper tor Wants and Classified ads. 


f Ti BILLBOARD for actors, actresses and 
performers. New York, 1440 B’way, Kvom 8, 


| fp ARGUS. Mount Vernon. N.Y. Great- 
est \\ ant ad medium in Westcbester County. 


fas LO NEWS with over 95,009 circulation, 

isthe only Want Medium in Buffalo an‘ the 
strongest Want Medium in the State, outside of 
New York City. 


Tee TimeEs-UNION. of Albany, New Yort, Bet 

ter medium for wants and other Classified 
matter than any other paper in Albany, anc 
guarantees a circulation greater than all other 
daily papers in that cicy. 


fOEENSERS INK, published weekly, The rec 
ognized and ieaame Wantad medium fr 
want ad mediums. mail order articles, aavertis- 
ing noveities, printing. typewritten circulars. 
rubber stamps, office devices. adwriting. half 
tone making, and practically anything whicno 
interests and appeais to advertisers and busi- 
ness men. Classified aavertisements. 20) centa 
a line per issue flat : six words toa line, Sample 
copies. ten cents. 


NORTH CAROLINA. 


ms; UICK DEAL,” at 5c. the line. Want Dept . 
KVENING SENTINEL, Winston-Salem.N.C. 


NORTH DAKOTA, 
RAND FORKS HERALD. Cire. Sept. ’05, 6,515, 
ixamination by A. A. A,, June 05. Biggest 
Daily in N. D. La Coste & Maxwell, N. Y. Reps. 


OUNGSTOWN VinvicaTor—Leading “Want” 
medium. le. per word. Largest cirvulation. 


HE BILLBOARD for street men, sidewalk 
salesmen, drifters and itinerant merchants 
in all lines. Although essentially and primarily 
atheatrical and amusement journal, the demon- 
strating salesmen and peddlers of the sidewalks 
have also claimed it for their own. Practically 
every one of them in America — it regularly 
every week; 15 cents ver line flat. 
Address THE BILL BOAKD PUBLISHING CO., 
Cincinnati, O. 


OKLAHOMA. 
HE OKLAHOMAN. Okla. City. 11.980. Publishes 
more Wants tkan any four (kla.competitors, 
OREGON. 
Pa .. JOUKN AL, Daly and Sunday, 


x in “*Want ads.” as well as in circula- 
tion, in Portland and in Oregon, 


PENNSYLVANIA. 
HE Chester. Pa.. TIMES carries from two to 
five times more cliassiflea ads than any 
other paper. 
\ 7ILKES-BARRE LEADER, best want ad. 
medium in the booming anthracite field. 
Largest and best afternoon circulation, 


WHY DON’T YOU PUT IT 1N 
TAK PHILADELPHIA BULLETIN?! 
Want Ads. in THE BULLETIN. bring 
prompt returns, because ‘in Phila- 
delpbia ge everybody reads 

LET. 


Net paid daily averaue circulation for 


ie yea 
211,134 copies per day. 
(See Roll of Honor column.) 





SOUTH CAROLINA. 


ui W HE Columbia Statx (@©) carries more Want 
ads than any other Ss. C. newspaper. 


VIRGINIA, 
if Male News LEADER, Pibitshes every afternoon 
except Sunday, Kichmond. Va Largest 


cirenlation by iong odds (28,575 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified aavts., one cent a word per 
inserticn. cash in advance; no advertisement 
counted as less than 25 worus: no alspiay. 





CANADA, 
MyHE Halifax HERALD (@©) and the Ma1t—Nova 
Scotia's recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
et in Caasaa without exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper iz the world 


T HE Daily TELKGRAeH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want aas one cent a word. 

Minimum charge 25 cents. 


" { hee Montreal DAILY STAR carries more Want 

vertisements than ail other Montreal 
dailies combinea. The FamMILy HERALD AND 
WEEKLY STAR Carries more \\ ant advertisemeuts 
than any oiher weekly paper in Canada. 


T= Winnipeg Frere PREss carries more 

Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature tnan are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


BRITISH COLUMBIA. 


VICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est _— Ad medium on the Canadian Pacific 
Cc 


>> 


IT is announced that the Sun- 
day IVorld, published weekly in 
Philadelphia, has suspended pub- 
lication. Established in 1876, it 
was one of several old-fashioned 
Sunday papers still maintained in 
that city. H. A. Mullen was edi- 
tor and publisher, and its offices 
at 612 Chestnut street. 

— 


NEW MICHIGAN AGENCY. 


H. K. Harris Advertising Com- 
pany, 48 Monroe street, Mich., 1 
a new advertising agency recent- 
ly established by H. K. Harris, 
formerly editor of the Western 
Monthly, Kansas City. 
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.. A REMARKABLE 


Detailed Circulation and Advertising Figures of G h 4 








CIRCULATION AVERAGES AND GAIN. 























1905 1904 DAILY GAIN 
January ............ Lu to! ee XXXXX 
February ..-....---- 137,574... ...... ... 71,500 66,074 | Janv 
SEE cnxgckonansicos ee 84,081 57,565 | Febr 
eres ee 98,363 40,081 Mart 
ere RE: 111.369 30,795 j| Apri 
IIR, cs swiveovanas 114,587 24,515 }| May 
Tally .......000s0.00. Oe. err 117,023 19,460 June 
ae oS eee 119,474 18,696 || July 
September........... ee 125,182 15,038 |} Aug 
SMB cise ssnvevd ae 126,612 15,493 ||} Sept 
November........--. Eee 130,030 10,703 || Octo 
December .........-. eer 127,521 12,468 | - 
Daily average for a 
RecN ee 103,516 pane eSin | 85,731 | 
xxxxx Commercial Advertiser at 2 cts. 
* Detailed statement on file at Rowell’s American Newspaper Directory. 
The Circulation of The Globe | 
| 
is in the homes of people of a money-earning and money- / . 
spending capacity, who appreciate a clean, dignified of 
newspaper. It has a larger quantity of high-class cir- | adv 
culation than any other New York newspaper. - 
Che (> Blo) 


NEW YORK. 


1251 Marquette Bldg Chicago. ONE CENT! 


Western Representative. 





VER 
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KALE GROWTH ... 


lube New York, for the Year 1905 











ADVERTISING GAINS. 

























GAIN 1905 1904 
LINES LINES GAIN 

6,074 \| January............ SORTER. «0. scvcvccces 142,200 126,565 
7,565 February ----.------ 237,885 ......--..++- 132,061 105,824 
oe] || Marelr............ sx cceaukaun 149,155 157.516 
0,795 | April aii alawiaseretsievice SE | a er 189,508 120,774 
4,515 |) May Peni 5s ec ateiccis eve MA RADEES 6 6.8.6:5.5.0:0:6600'6 175,576 125,462 
9,460 BORN is iow osianidne sees 2 ere 175,216 97,502 
8,696 Bes vsscasevesees TOD GRO... cess cccenee 127,673 64,609 
5,038 August Bins obese ares INET 5i6,0:6.0'0.050 0 60:00 122,342 80,355 
5,498 September .......... ZH4,651....... secs 183,388 71,263 
0,703 ||| October ............. II, viii seneans 277,944 84,218 
9,468 || November........... SEADES. ....scsccevee 261,717 72,546 
=e || December. .......... BAB. TOL... .0cccceee 305,324 41,377 
5,731 | 3,390,115 2,242,104 1,148,011 

| Total Gain, 3,891 Columns. 

Daily Average Gain, 12.8 Columns. 

e F 
mm, The Great Growth 


ified | of THE GLOBE’S advertising was made at advanced 
cit- | advertising rates and all objectionable medical or financial 
| announcements were eliminated. 


Che 


AND Of x1 





Advertiser, Vi. 

NEW YORK. 
) O’MARA & ORM 
VERY WHERE. QIMARA & ORMSBEE 


Eastern Representatives, 


< 
tw YOR 








K. 
T | 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY. Pubiisners. 


i issued every Wednesday. Subscription 
price. two doilars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one ume. will 
be put down for one year eacn and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, 1f wanted in lots of 500 or more. but in 
all such cases the charge will be five doliarsa 
hundred. 

aan 
ADVERTISING RATES 

Advertisements 2 cents a line, pearl measure. 
15 lines to the inch :$3); 200 lines to the page: $40). 

For specified position selectea by the adver- 
tisers. it granted, douvle price 1s demanded 

Gn time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser: 
and space usea paid for 

Two lines smaliest 
words make a line. hh, 
Everything appearing as reading matter is in- 
rted free. 


rata. us 
vertisement taken. Six 


fe) q 
All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitle: 
to afree subscription for one year, if demanded, 


CHARLES J. ZINGG. 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.5/-52 Luagate Hill.EC 


NEW YORK, JAN. 31, toc6. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














Tue New York Clipper will 
celebrate its fifty-fourth birthday 
on February 24th, and in honor 
of the event will publish an Anni- 
versary Number. During these 
years the Clipper has not missed 
an issue and has never left the 
hands of its present owners. For 
over half a century Frank Queen, 
its founder, has refused to em- 
ploy an advertising solicitor, and 
despite this fact he amassed a 
fortune. The head of the Clip- 


per’s staff is Albert J. Borie. The 
sole advertising representative is 


Eugene K. Allen, 





POSTOFFICE STOPS REAL 
ESTATE SWINDLE. 


Three men who advertised ‘te 
sell real estate on commission by 
mail have been arrested at Sioux 
City, Iowa, by the Postoffice De- 
partment—H. A, Ritchie, J. A. 
Tracey and J. H. Featherstone. A 
clause in their contracts required 
clients to pay for advertising. 
Ads were inserted in a publication 
owned by Ritchie and _ after 
clients had paid the bills it is al- 
leged that Ritchie and his part- 
ners made no effort to find buyers 
for the land. 





NATIONAL BISCUIT CO. 
MOVES TO NEW YORK. 


The National Biscuit Company 
has entirely relinquished its head- 
quarters in Chicago. The audit- 
ing departments and others have 
been transferred to New York 
City in the company’s building at 
Tenth avenue and 15th street. 
Only a limited sales department is 
to be maintained in Chicago, The 
law firm of Green, Peters & Bapst, 
of which President A. W. Green 
of the National Biscuit Company 
is a member, has also been re- 
moved to New York, 





A GOOD SHOWING FOR 
ROCHESTER AGENCY 
THAT ASSIGNED. 


Charles T. Johnstone, proprie- 
tor of the advertising agency 
bearing his name which recently 
made an assignment, states that 
liabilities were only $8,000, not 
$18,000, as was reported at the 
time, and assets $5,200 instead of 
$4,000, as mis-reported. The 
failure of the Wyeth Chemical 
Company, that city, which owed 
the Johnstone Advertising Agency 
about $6,000, coming unexpected- 
ly, and the refusal of two publi- 
cations to grant an extension of 
time, forced the assignment. Up 
to within forty days of the as- 
signment the Johnstone Advertis- 
ing Agency had never failed to 
take advantage of a cash discount, 





BOTS Sil SB RNase S 





LESS Sl AE Rebels 







THe Fargo, N. D. Forum 
printed a 48-page special issue on 
January 16, when the Tri-State 
Grain Growers’ Convention was 
opened in Fargo. 





TO ADVERTISE FOOD 
ARTICLES. 


Chicago is to have a pure food 
show at the Coliseum, February 
15-24. A feature will be the ex- 
hibition of a dozen specially fat- 
tened school children—not for 
food purposes, but to demonstrate 
what can be done with poorly 
nourished youngsters on a diet of 
pure food. An_ exhibition of 
harmful bacteria found in foods 
will also be made. The show is 
under direction of Paul Pierce, 
publisher of What to Eat. The 
New York Retail Grocers’ Union 
will hold a food show in the new 
Sixty-ninth Regiment armory, be- 
ginning February 10. Queer foods 
used by various nations will be 
shown, with a moving picture ex- 
position of how some widely ad- 
vertised food articles are manu- 
factured. 








AL TRUST THAT WILL 
PROBABLY ADVERTISE. 





Persistent rumors of the forma- 
tion of a “trust” among manufac- 
turers of shirts and collars at 
Troy, N. Y., are reported by 
Men’s Wear, Chicago, which be- 
lieves that all but the firms of 
William Barker Company, Hall, 
Hartwell & Co., Tim & Co. and 
Earl & Wilson have decided to 
combine interest The houses 
that may merge do an annual 
business of $18,000,000. They are 
capitalized at $8,000,000, and their 
net profits are placed at $1,360,- 
000. Collar manufacturers are 
heavy advertisers in magazines, 
newspapers and_ street cars, so 
that a combine would undoubtedly 
include a fat general advertising 
appropriation if the individual 
identity of well-known brands 
were lost—which would be un- 
likely. 
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THe Chicago Tribune  an- 
nounces that hereafter it will re- 
fuse objectionable medical ads, 
and reserves the right to edit 
such announcements as it is will- 
ing to publish, 





PHILADELPHIA ADVERTIS- 
ING LECTURES. 


The Philadelphia Y. M. C. A. 
has begun a course of lectures 
on advertising with an address by 
Henry Ferris, that city, who re- 
cently spoke on the principles of 
successful advertising. During 
the winter the following adver- 
t:sing men will speak: 

Ben B. Hampton, New York; A. H. 
Christian, Gimbel Brothers’ Advertis- 
ing manager, Philadelphia; Joseph 
Appel, John Wanamaker’s Philadelphia 
advertising manager; N. S. Leipsiger, 
N. Snellenburg & Co.’s advertising 
manager; W. M. Ostrander, Philadel- 
phia; M. F. Hanson, general managcr 
the Philadelphia Record; C. D. Spauld- 
ing, Ladies’ Home Journal and_ Sat- 
urday Evening Post; Richard Foley, 
advertising agent; George Reiter Brill, 
illustrator; G. H. Benkhardt, Smith, 
Kline & Funk Company; J. O. Powers, 
advertising agent. 


LIBEL SUIT IN PROSPECT. 


123 Liberty Street, 
New York, January 17, 1906. 
Editor of Printers’ INK: 

In your issue of January 17, 1906, 
upon page 26, second column, upper- 
half, under the head of “End of No- 
torious Weekly,” there is an item affect- 
ing the reputation of a man, now de- 
ceased, of the name of Robert W. 
Criswell. 

As attorney for the executrix, of 
the estate of Robert W. Criswell, I 
beg to advise you that the statement 
made in said article regarding him is 
absolutely false, and unless the same 
is retracted by you, promptly, I shall 
begin such proceedings as I deem ad- 
visable against you, Truly yours, 

C. N. IRonsIvE. 


An examination of the coron- 
er’s records in the Criminal 
Courts Building, New York City, 
by a representative of PRINTERS’ 
InK, shows that Robert W. Cris- 
well met his death on the 3d of 
August, 1905, under the wheels 
of a subway train and that by a 
coroner’s inquest held October 13, 
1908, a verdict of death with 
suicidal intent was returned. 
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In its issue for January 17th, 
the Springfield, Ohio, Daily News 
printed eight pages of advertising 
for Kinnane Brothers’ Depart- 
ment Store. The News fancies 
that it was the largest single ad- 
vertisement ever placed by a 
newspaper in the world. 





GAIN BY READING “EAGLE.” 


The Eagle, Reading, Pa., states 
that its daily average through 
1905 amounted to 18,588 copies. 
The 1904 average, according to 
Rowell’s American Newspaper 
Directory, was 17,253. No other 
paper in Reading has more, and 
only one other enjoys a figure 
rating—the Telegram, also pub- 
lished in the evening, which had 
a daily average of 5,507 for 1904. 
Contracts for the Eagle are made 
with the proviso that advertising 
costs the advertiser less than one- 
sixth cent a line per thousand 
circulation, 


A BAD LOT. 


Collier’s fifth medical article in 
the January 13 issue, deals with 
the cancer and consumption cures, 
both those that operate by the sale 
of remedies through the retail 
drug trade and the others that de- 
pend on personal correspondence 
and advice. An interesting ex- 
hibit is composed of two dozen 
ads taken from one Sunday’s is- 
sues of two New York newspa- 
pers. Analysis of the consump- 
tion remedies and cough syrups 
commonly advertised in connec- 
tion with tuberculosis have dem- 
onstrated, according to Collier’s, 
that most of them contain opium, 
narcotica or other ingredients that 
will induce a drug habit. Among 
the remedies dealt with in the ar- 
ticle are King’s New Discovery 
for Consumption, Piso’s Con- 
sumption Cure, Bull’s Cough 
Syrup, Slocum’s treatment, Ozo- 
mulsion, Shiloh’s Consumption 
Cure, Boschee’s German Syrup, 
etc. The article throws interest- 
ing sidelights on advertising 
agents, 








THE annual convention of the 
American Newspaper Publishers’ 
Association will be held this year 
in New York as usual, at the 
Waldorf-Astoria, February 20-22. 





AN agreement among New 
York theater managers restricting 
the amount of newspaper adver- 
tising each theater might do, has 
been removed, and now each 
house may spend as much as it 
pleases, 





A SUGGESTION FOR CALI- 
FORNIA. 


California, the land where they 
are perpetually on the eve of pre- 
paring to get ready to begin to ad- 
vertise fruits, etc., might take a 
leaf out of the book of little 
Greece. Most people do not 
know, says the Advertising World, 
of London, that modern Greece is 
the greatest currant producing 
country in the world. Currants 
are her only crop, in fact. Na- 
tional success depends on it. For 
years the supply has grown, but 
not demand. The present crop 
is 160,000 tons, and consumption 
of the whole world only 120,000 
tons. Greece has no competitor. 
After trying various plans, the 
Greek government has started an 
advertising campaign in Great 
Britain, managed by the Mather 
& Crowther, Ltd., agency, of Lon- 
don, to demonstrate the dietetic 
value of currants, create new de- 
mand, strengthen movement 
through the trade and so dispose 
of the — surplus. Mather & 
Crowther are publishing some 
very attractive copy in British 
newspapers, advertising no spe- 
cial brand, but simply currants 
as a food. It is said that the suc- 
cess of the campaign is now as- 
sured, and that the disposal of the 
40,000 tons annual surplus will 
practically save Greece from bank- 
ruptcy. Besides being toothsome, 
currants are highly nutritious. 
After the public attention is se- 
cured by newspaper advertising, 
the agents put into readers’ hands 
a booklet of currant recipes. 
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Tne St. Augustine, Florida, 
Evening Record has contracted 
for the erection of a new building 
to cost $20,000. 








ADVERTISING NEEDED 
RATHER THAN 
TARIFF. 


When the commission which is 
considering a new tariff for Can- 
ada met at Fredericton, N. B., 
recently, some Canadian shoe 
manufacturers complained that 
American shoe men _ advertised 
their goods extensively in Can- 
ada and secured a large share in 
the Canadian market. To meet 
this competition a demand was 
made for an increase in the 
duties on shoes imported from the 
United States. One Canadian 
shoe manufacturer, Charles Sla- 
ter, dissented and declared that the 
present tariff was adequate, and 
that a good Canadian shoe, prop- 
erly advertised, would hold its 
own against any competition. 
Were a_ reasonable reduction 
granted on raw material, the Can- 
adian manufacturer could far 
more than hold ‘his own in for- 
eign markets. The Hon. W. S. 
Fielding said: “Gentlemen, you'll 
have to advertise. You can get 
relief from printers’ ink.” “There 
is a good deal of practical busi- 
ness philosophy in that advice,” 
says the Toronto Globe, approv- 
ing. “It suggests to Canadian 
manufacturers that, no matter 
what tariff advantage may be 
granted to them by Parliament, 
their industries must languish in 
competition with wide-awake 
American firms if they do not 
mix good brains with their raw 
materials. Out-of-date machin- 
ery and outgrown business meth- 
ods are responsible for not a little 
of the trouble for which remedy 
is sought in a higher tariff. The 
Canadian manufacturer who pro- 
duces a good article and makes its 
goodness known to the purchas- 
ing public through the intelligent 
use of printers’ ink is satisfied 
with the present tariff protection.” 
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HARD ON THE “HERALD.” 


The New York Sun seldom 
talks shop in its editorial columns, 
but when on Sunday, January 
14th the Herald boasted of the 
amount of automobile advertising 
it was carrying the opportunity to 
have a little fun with Mr. Ben- 
nett’s paper proved irresistible, 
This is what the Herald said: 


There is an automobile show in town. 
The men who run it and who make 
and exhibit automobiles are in the 
very front rank for business brightness, 
alertness and experience. They must 
be to succeed. 

When they make a great automobile 
exposition they come to the center of 
wealth and population to do it—to New 
York. When they advertise their 
wares they go to the paper that reaches 
the money-owning, money-spending 
class, as well as the thrifty, wideawake, 
progressive classes generally—to the 
Herald, 

Over seventy columns of this adver- 
tising in the Herald to-day! See if all 
the rest of the papers together equal 
1t. Could any evidence be more com- 
plete, more unanswerable as to this 
leadership of the Herald? 

Commenting on the above the 
Sun says: 

It gives us pleasure to copy from 
the editorial page of the New York 
Herald, of Sunday last, the subjoined 
tribute to the business acumen and 
worldly experience of the makers and 
sellers of those twentieth century go- 
carts which are claiming so large a 
share of public attention here this week. 

The remarkable thing about this 
tribute, the enthusiastic italics of which 
we do not reproduce, is that if it had 
not been printed prematurely on Sun- 
day it would not have been printed at 
all. Yet the Herald’s estimate of the 
brightness and alertness of the auto- 
mobile people was no less true after 
than before the completion of the com- 
parative exhibit of automobile adver- 
tising which it asked folks to wait and 
see: 





COLUMNS 
TRO UH istc6, ce ctewias bales Nise 86 1-3 
THEY THGPANG Gis wissieces.c ican “Over 70” 


“All the rest of the papers,” it may 
be proper to add, ranged from forty- 
five columns, the highest, down to 
seven, the lowest. We are not in the 
habit of talking about such matters 
in the Sun; and the present departure 
from a rule which we are sure our 
readers and friends generally approve 
is prompted rather by appreciation of 
the humorous aspect of the incident 
than by business considerations of any 
sort. 
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AN APPEAL TO WOMEN. 


During the recent automobile 
shows in New York City the Cad- 
illac people departed from the 
standard talk about mechanics to 
men and made this unique auto- 
mobile appeal to women in the 
New York dailies: 

PERSONAL TO WOMEN ONLY. 

Take your husband to see the Cad- 
illac Automobile exhibit at the Madison 
Square Garden Automobile Show this 
week. 

_ The 1606 Cadillacs are warranted to 
give any man chronic motor fever in 
20 minutes. In 30 minutes he will be 
in the “won’t-be-happy-till-I-have-one” 
state. 

Then you’ve got him. You may buy 
your goggles at once. To prevent any 
possible disappointment, however, we 
have several persevering salesmen who 
are always ready to help the Cadillac 
sell itself. 

Do not hesitate to ask these men 
for aid if you need it. i 
talk—about the Cadillac. After Show 
Week the Cadillacs will be on view at 
_ Cadillac Garage, 151 West 38th 

t. 








THE INFLUENCE OF THE 
PRESS. 


Recently Senator Tillman, in 
attacking Republican plans, took 
up the relation of the President 
to the press, quoting a Jefferson 
letter, wherein the latter said that 
if he had to choose newspapers 
without government or govern- 
ment without newspapers he 
would select the former, because 
public opinion could be kept pure 
and strong with an _ enlightened 
press. In the paragraphs that fol- 
low, we quote those parts of the 
South Carolinian’s speech which 
are peculiarly interesting to the 
advertisers who are constantly 
talking to the public on the in- 
fluence of newspapers. 

“The President,” said the Sen- 
ator, “knows the value of news- 
papers. No man _ has_ made 
more use of them. He even has 
a press agent, his trusted friend, 
at $10,000 a year. 

“Even as far back as the Span- 
ish war, Theodore Roosevelt 
knew the value of the press. He 
had his press agents with the 


They like to. 





Rough Riders down at Guanta. 
namo. The messages came with 
every hour as to what the Rough 
Riders were doing. Of all the 
old army officers and regiments 
there none were so much in the 
dispatches as the Rough Riders. 
And their Lieutenant Colonel was 
continually being mentioned. It 
was:Col. Roosevelt there and Col. 
Roosevelt there, and Col. Roose- 
velt all the time. It certainly did 
seem queer that the old army 
officers and their regiments were 
not mentioned except in official 
reports. Photographs were mul- 
tiplied showing what the Rough 
Riders and their Lieutenant Col- 
onel did on San Juan Hill. And 
there was later a grand painting 
by a distinguished Russian paint- 
er showing the Lieutenant Col- 
onel on hhorseback riding up San 
Juan Hill. 

“Theodore Roosevelt owes more 
to newspapers than any man of 
his time or possibly of any other 
time. The news going out of 
Washington is colored to suit his 
ideas, to maintain his popularity, 
and preserve his hold on the at- 
tention of the people.” 





MARSHALL FIELD  BUSI- 
NESS. 


The New York Evening Post 
publishes some interesting figures 
in connection with the business 
done by the retail and wholesale 
houses of Marshall Field & Co, 
Chicago. ‘The department store 
itself covers four blocks in that 
city, or a whole square, and did 
a gross business of $52,000,000 
last year, earning $4,000,000. The 
wholesale business was $70,000,- 
000 gross, with the same propor- 
tion of profit. The wholesale and 
retail houses are capitalized at $6,- 
000,000, but Mr. Field’s interest as 
president and director is estimated 
to be worth fully $120,000,000. 
Mr. Field was the largest tax- 
payer in the United States, it 1s 
said, paying assessnents on $40,- 
000,000 worth of realty in Chicago. 
The value of the State street store 
is placed at $6,000,000. 
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AN UNDERTAKER’S BOOK- 
LET. 


Something of a novelty in ad- 
vertising literature is a booklet 
from the Frank E. Campbell Co., 
undertakers and embalmers, 241 
West 23rd street, New York. This 
brochure describes the company’s 
facilities, its special chapel funer- 
al services, its attentions to be- 
reaved persons not familiar with 
New York, the personality of Mr. 
Campbell, and so forth. It is a 
good piece of descriptive litera- 
ture, advertising without offend- 
ing. Better printing would have 
helped it wonderfully—the typo- 
graphical appearance is_ cheap. 
Copy was prepared by Geo. V. 
Knipe, 353 West 24th street. 


“PRINTERS’ INK” AT NEW 
YORK LIBRARIES. 


Some time ago the National 
Advertiser, New York, complain- 
ed that Printers’ INK is not gen- 
erally on file at public libraries, 
even where two or three printing 
trade journals are regularly kept. 

A Printers’ INK reporter called 
at the Astor Library, in Lafayette 
Place, New York, and found the 
latest issues of PRINTERS’ INK are 
on file in the periodical room, but 
no bound volumes are listed in 
the card index. An attendant ex- 
plained, however, that a file of 
Printers’ INK is on hand for 
those who chose to examine it, 
running back to 1896 without a 
break except for Volume XVII 
(October to December, 1806), 
which is missing. This file is not 
listed in the card index at present 
because the Astor Library wishes 
to have it bound before cata- 
loguing. 

This appears to be the only 
public file in New York, but 
Printers’ INK can be read regu- 
larly at the library in Cooper 
Union, where it is given a prom- 
inent place among the leading 
trade journals, and is the only 
advertising journal so honored. 
The. librarian at Cooper Union 
explained that, owing to cost 
hinding, the copies were handed 
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over to the Astor Library after 
six months, but said that if his 
funds were sufficient to pay for 
binding there would be constant 
call for the file of Printers’ INK. 
He expressed a willingness to file 
bound volumes if furnished by 
the Printers’ Ink Publishing Co. 
every threre months, ‘and also sta- 
ted that in the Cooper Union li- 
brary ‘were to be seen the un- 
broken issues of Rowell’s Ameri- 
can Newspaper Directory back 
into the seventies. It might be 
mentioned that this library is one 
of the best in the city for those 
wishing information on technical 
subjects. Not only are leading 
trade journals kept for six 
months, but whenever a desirable 
technical book is called for and 
found to be lacking from the 
shelves it is immediately pur- 
chased. Technical literature is: 
needed to supplement the courses: 
of study in Cooper Institute, andi 
the library is specialized along 
this line, all law and theological 
books, fiction, etc, etc., being ex- 
cluded. 

The Mercantile Library, at 
Astor Place and Cooper Square, 
is also an excellent technical li- 
brary, though books and periodi- 
cals may be examined only by its 
members, who pay a reasonable 
annual fee. Printers’ INK was 
not on file there, ‘but the librarian 
expressed willingness to give it a 
place among the periodicals if 
copies were sent, and this insti- 
tution ‘has been put on the Little 
Schoolmaster’s mailing list. Lack 
of room prevented binding the 
file for permanent preservation, 
he said. 

Printers’ INK is also found on 
file in the various reading rooms 
of the Y. M. C. A. in New York, 
and is mailed to the public li- 
braries of leading cities, as well 
as the Y. M. C. A. in many im- 
portant centers. Where it is not 
found on file, and’ a real demand 
exists for public’ copies, the 
Printers’ Ink Publishing Co. will 
be glad to hear from public li- 
brarians or secretaries of the Y.. 
M, GOA: 
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AN APPEAL TO WOMEN. 


During the recent automobile 
shows in New York City the Cad- 
illac people departed from the 
standard talk about mechanics to 
men and made this unique auto- 
mobile appeal to women in the 
New York dailies: 


PERSONAL TO WOMEN ONLY. 

Take your husband to see the Cad- 
illac Automobile exhibit at the Madison 
Square Garden Automobile Show this 
week. 

The 1¢06 Cadillacs are warranted to 
give any man chronic motor fever in 
20 minutes. In 30 minutes he will be 
in the “won’t-be-happy-till-I-have-one” 
state. 

Then you’ve got him. You may buy 
your goggles at once. To prevent any 
possible disappointment, however, we 
have several persevering salesmen who 
are always ready to help the Cadillac 
sell itself. 

Do not hesitate to ask these men 
for aid if you need it. 
talk—about the Cadillac. After Show 
Week the Cadillacs will be on view at 
oe Cadillac Garage, 151 West 38th 

t. 








THE INFLUENCE OF THE 
PRESS. 


Recently Senator Tillman, in 
attacking Republican plans, took 
up the relation of the President 
to the press, quoting a Jefferson 
letter, wherein the latter said that 
if he had to choose newspapers 
without government or govern- 
ment without newspapers he 
would select the former, because 
public opinion could be kept pure 
and strong with an _ enlightened 
press. In the paragraphs that fol- 
low, 'we quote those parts of the 
South Carolinian’s speech which 
are peculiarly interesting to the 
advertisers who are constantly 
talking to the public on the in- 
fluence of newspapers. 

“The President,” said the Sen- 
ator, “knows the value of news- 
papers. No man has made 
more use of them. He even has 
a press agent, his trusted friend, 
at $10,000 a year. 

“Even as far back as the Span- 
ish war, Theodore Roosevelt 
knew the value of the press. He 
had his press agents with the 


They like to. 
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Rough Riders down at Guanta. 
namo. The messages came with 
every hour as to what the Rough 
Riders were doing. Of all the 
old army officers and regiments 
there none were so much in the 
dispatches as the Rough Riders. 
And their Lieutenant Colonel was 
continually being mentioned. It 
was-Col. Roosevelt there and Col. 
Roosevelt there, and Col. Roose- 
velt all the time. It certainly did 
seem queer that the old army 
officers and their regiments were 
not mentioned except in official 
reports. Photographs were mul- 
tiplied showing what the Rough 
Riders and their Lieutenant Col- 
onel did on San Juan Hill. And 
there was later a grand painting 
by a distinguished Russian paint- 
er showing the Lieutenant Col- 
onel on ‘horseback riding up San 
Juan Hill. 

“Theodore Roosevelt owes more 
to newspapers than any man of 
his time or possibly of any other 
time. The news going out of 
Washington is colored to suit his 
ideas, to maintain his popularity, 
and preserve his hold on the at- 
tention of the people.” 





MARSHALL FIELD _ BUSI- 
NESS. 


The New York Evening Post 
publishes some interesting figures 
in connection with the business 
done by the retail and wholesale 
houses of Marshall Field & Co. 
Chicago. The department store 
itself covers four blocks in that 
city, or a whole square, and did 
a gross business of $52,000,000 
last year, earning $4,000,000. The 
wholesale business was $70,000,- 
000 gross, with the same propor- 
tion of profit. The wholesale and 
retail houses are capitalized at $6,- 
000,000, but Mr. Field’s interest as 
president and director is estimated 
to be worth fully $120,000,000. 
Mr. Field was the largest tax- 
payer in the United States, it is 
said, paying assessnents on $40,- 
000,000 worth of realty in Chicago. 
The value of the State street store 
is placed at $6,000,000. 

















AN UNDERTAKER’S BOOK- 
LET. 


Something of a novelty in ad- 
vertising literature is a booklet 
from the Frank E. Campbell Co., 
undertakers and embalmers, 241 
West 23rd street, New York. This 
brochure describes the company’s 
facilities, its special chapel funer- 
al services, its attentions to be- 
reaved persons not familiar with 
New York, the personality of Mr. 
Campbell, and so forth. It is a 
good piece of descriptive litera- 
ture, advertising without offend- 
ing. Better printing would have 
helped it wonderfully—the typo- 
graphical appearance is cheap. 
Copy was prepared by Geo. V. 
Knipe, 353 West 24th street. 


“PRINTERS’ INK” AT NEW 
YORK LIBRARIES. 


Some time ago the National 
Advertiser, New York, complain- 
ed that Printers’ INK is not gen- 
erally on file at public libraries, 
even where two or three printing 
trade journals are regularly kept. 

A Printers’ INK reporter called 
at the Astor Library, in Lafayette 
Place, New York, and found the 
latest issues of Printers’ INK are 
on file in the periodical room, but 
no bound volumes are listed in 
the card index. An attendant ex- 
plained, however, that a file of 
Printers’ INK is on hand for 
those who chose to examine it, 
running back to 1896 without a 
break except for Volume XVII 
(October to December, 1806), 
which is missing. This file is not 
listed in the card index at present 
because the Astor Library wishes 
to have it bound before cata- 
loguing. 

This appears to be the only 
public file in New York, but 
Printers’ INK can be read regu- 
larly at the library in Cooper 
Union, where it is given a prom- 
inent place among the leading 
trade journals, and is the only 
advertising journal so honored. 
The. librarian at Cooper Union 
explained that, owing to cost of 
hinding, the copies were handed 
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over to the Astor Library after 
six months, but said that if his 
funds were sufficient to pay for 
binding there would be constant 
call for the file of Printers’ Inx. 
He expressed a willingness to file 
bound volumes if furnished by 
the Printers’ Ink Publishing Co. 
every threre months, ‘and also sta- 
ted that in the Cooper Union li- 
brary were to be seen the un- 
broken issues of Rowell’s Ameri- 
can Newspaper Directory back 
into the seventies. It might be 
mentioned that this library is one 
of the best in the city for those 
wishing information on technical 
subjects. Not only are leading 
trade journals kept for six 
months, but whenever a desirable 
technical book is called for and 
found to be lacking from the 
shelves it is immediately pur- 
chased. Technical literature is: 
needed to supplement the courses 
of study in Cooper Institute, andi 
the library is specialized along 
this line, all law and theological 
books, fiction, ete, etc, being ex- 
cluded. 

The Mercantile Library, at 
Astor Place and Cooper Square, 
is also an excellent technical li- 
brary, though books and periodi- 
cals may be examined only by its 
members, who pay a reasonable 
annual fee, Printers’ INK was 
not on file there, but the librarian 
expressed willingness to give it a 
place among the periodicals if 
copies were sent, and this insti- 
tution has been put on the Little 
Schoolmaster’s mailing list. Lack 
of room prevented binding the 
file for permanent preservation, 
he said. 

Printers’ INK is also found on 
file in the various reading rooms 
of the Y. M. C. A. in New York, 
and is mailed to the public li- 
braries of leading cities, as well 
as the Y. M. C. A. in many im- 
portant centers. Where it is not 
found on file, and a real demand 
exists for public’ copies, the 
Printers’ Ink Publishing Co. will 
be glad to hear from public li- 
brarians or secretaries of the Y.. 
MM. C."A: 
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BIG STORE NEAR MACY’S 
AND SAKS’S. 


A great terminal station is to 
be erected at Broadway, 32nd and 
33rd streets, New York, to accom- 
modate the traffic that will come 
through the tunnels to Jersey, 
now building. This station will 
be below ground, however, and it 
is planned to erect an immense 
department store over it. Nego- 
tiations for a lease to a prominent 
New York departmental house are 
said to be under way. 








WINNERS IN ADVERTISING 
GOLF TOURNAMENT. 


The advertising golf tourna- 
ment held at Pinehurst, N. C., 
during the week of January 15 
was held on excellent links and 
with good weather. Frank Pres- 
brey, president of the American 
Golf Association of Advertising 
Interests, opened the event. The 
highest honors went to W. D. 
Moffatt, of Hackensack, N. J. 
H. E. Crall of New York, won 
the first division consolation; C. 
W. Royce of Arlington, N. J., 
the third division prize; W. J. 
Ryan and A. L. Brownell both of 
New York, the sixth division and 
the sixth division consolation 
trophies; J. H. Hawley of New 
York, the seventh division trophy, 
and A. S. Higgins and E. J. 
Ridgway both of New York, the 
eighth division and the eighth di- 
vision consolation. Robert P. 
Nevin of Pittsburg won the medal 
for the lowest qualifying score, 
turning in a card of 83 strokes. 
H. C. Fownes and J. O. H. Denny 
of the same city tied at 87 for 
second place. C. W. Inslee, F. 
M. Harrison, W. D. Moffat, and 
William C. Freeman, representing 
clubs in the Metropolitan Associa- 
tion, all got places in the first ‘set. 
Those who played were as fol- 
lows: 


Robert P. Nevin, a 4 i, 
Fownes, Pittsburg; O. H. Denny, 


Pittsburg; C. W. Inslee, New York; 


F. M. Harrison, Montclair, N33 
D. Moffat, Hackensack, N. 
Cc. Freeman, 
Alexander, 


J.; William 
Montclair, N. J.; E. W. 
Detroit; D. H. Hostetter, 
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Pittsburg; James R. Turner, New 
‘or C. E. Willard, Chicago; W. 
E. Roberts, Philadelphia; Kurtz Wilson, 


New York: H. W. Priest, Boston; 
M. Sanford, Englewood, N. 
Crall, New York; J. J. 
York; W. 


W. 
5-3 2a, ae 
Hazen, New 
R. Hotchkin, Montclair, N. 


25° Edgerton Chichester, Boston; C. W. 


Royce, Arlington, N. J.; B. F. ‘Stetson, 
Elizabethtown, N. a Clarence Vernin. 
New York; J. C. Platt, New York; R. 
E. Carlisle, Buffalo; D. W. Cooke, 
New York; P. B. O’Brien, Detroit; 
Ss. G. Rigdon, Akron, Ohio; J. D. 
Plummer, Springfield, Mass.; T. Pliny 
Moran, Washington; James A. Tedford, 
New York; _ Brockholtz Mathewson, 
New York, H. W. Ormsbee, Brooklyn; 
W. G. Alien, Akron, Ohio; George L. 
White, Waterbury, Conn.; Charles E. 
Fritz, Philadelphia; Frank Presbrey, 
New York; S. . Leonard, Elyria, 
Ohio, James McCutcheon, New York, 
F. M. Hopes, Wilmington, Del.; Win- 
slow Mallery, New York. 


COLGATE & CO. A CENTURY 
OLD 





On January 20 the house of 
Colgate & Co., well known as 
general advertisers, celebrated the 
tooth anniversary of establish- 
ment, all its offices and factories 
in New York and Jersey City be- 
ing closed for the event. Fully 
1,000 persons sat down to a din- 
ner at the Grand Central Palace, 
New York. Austen Colgate was 
toastmaster and the seat of honor 
was held by Richard M. Colgate, 
senior member of the firm. Others 
at the speakers’ table were Gil- 
bert Colgate, Sidney M. Colgate, 
Russell Colgate, G. H. Weyand, 
the firm’s representative in Argen- 
tine; W. A. Chipman, Australia; 
W. G. M. Shepherd, Canada, and 
E. Bourdois, France. All of these 
were called upon to speak, as was 
Ira T. Fortmeyer, who has been 
with the concern nearly fifty years, 
having begun as an errand boy. 
Flanking the speakers were sixty 
men ‘who have been with the firm 
for more than twenty-five consec- 
utive years. Back of the speakers’ 
table hung oil paintings of the 
founder of the concern, William 
Colgate, and of Filston Farm, his 
English home. Over the.platform 
among the banners and bunting 
was the firm name in_ electric 
lights and underneath it the orig- 
inal sign 100 years old. 














Ir the trial of Editor Hapgood 
for the alleged libeling of Justice 
Deuel should result in making 
people ashamed of being known 
to read own Topics, that would 
be quite as great a benefit to the 
public as any outcome there may 
be from Collicr’s exposure of 
whiskey burdened patent medi- 
cines, 





MISLEADING AND HARM- 
FUL. 


In an advertisement of Ayer & 
Sons American Newspaper An- 
nual for 1906, which has place on 
page 70 of Printers’ INK for 
January 24, 1906, one may read: 

“Circulations are printed in 
plain figures, as they ought to 
be. Why should a man have 
to unlock with a key informa- 
tion for which he has paid?” 

The concluding question has 
quite as good an application to a 
trunk as for an _ information 
bureau. If the trunk has no key 
and needs no key it is not ser- 
viceable. 

In Printers’ INK for Septem- 
ber 13, 1905, on page 39, a cor- 
respondent deals with this very 
subject; ‘what he said having .a 
distinct bearing on the different 
methods of stating circulation 
adopted by the numerous so-called 
newspaper directories. He said: 


To my mind the Rowell method of 
stating circulation is more. satisfactory, 
and in the end more valuable to the 
advertiser than any other that has yet 
been invented. 

had occasion within 24 hours to 
look up the circulation of a weekly. 
I found it rated in one book at 2,229. 
This was a case where a statement had 
once been made, but the figures were 
now deceptive, I turned to Rowell’s 
Directory and found that such a state- 
ment was made in 1899 but none since. 
Rowell’s book gave the facts and rated 
the paper Y1, which the key interprets 
to mean: “No recent report having 
been received the conclusion is that the 
old rating is too high—but the paper, 


doubtless, prints more than 1,000 
copies.” 
That information made the Rowell 


lack of 
the other 


rating of value, _ while the 
complete information made 
positively deceptive. 


In Printers’ INK for May 3 


PRINTERS’ INK. 
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1905, on page 39, is set forth the 
particulars of another illustrative 
case: 


Mr. Charles C. Fairchild, advertis- 
ing manager of Field and Stream, 35 
West Twenty-first street, New York, 
called upon Rowell’s American News- 
paper Directory last week with blood 
in his eye. He did not believe in the 
practice of making circulation  state- 
ments to any directory, chiefly for the 
reason that Ayer’s Annual for 1905 
gives Outdoors, a sporting paper also, 
published in New York City, a figure 
rating of 60,000, asserting that Field 
and Stream published at least four 
times as many copies as Outdoors did. 
When making this statement he was 
willing to furnish evidence that Field 
and Stream does print an average issue 
of 40,000 copies. The Ayer figures so 
disgusted him as to make him believe 
that all directories were equally unre- 
liable. Thereupon the latest issue of 
Rowell’s American Newspaper Direc- 
tory was produced from the files and 
he was asked to turn to the rating 
of Outdoors in that book. What is the 
tating, Mr. Fairchild? Why there is 
no rating given at all. I see only three 
double cross marks. The marks re- 
ferred to are the so-called doubt marks, 
expressed thus +4¢+ and the mean- 
ing of which is as follows: 

+ +t + The editor of Rowell’s American 
Newspaper Directory has offered to verify the 
correctness of a circulation statement furnished 
by this paper, provided the publisher of this 
paper would agree to place the necessary 
facilities at his disposal. It was stipulated 
that the verification should be without cost to 
the ——— of the paper; but to this offer the 
publisher’s response was not such as to entirely 
remove the impression of doubt that had been 
cast on the accuracy of the statement furnished. 

The rating of Field and Stream in 
the forthcoming 1905 Directory was 
next shown to Mr. Fairchild; it is 
expressed by the letter “C,” meaning 
exceeding 20,000 copies. Mr. Fair- 
child’s attitude at once became as mod- 
est as he appeared to be satisfied. 

The one thing that, more than almost 
any other, tends to deprive the Ayer 
Newspaper Manual—bulky as it may be 
—-of any real value to an advertiser or 
capacity of service to any honest news- 
papers, is the practice of allowing a 
publisher to print his circulation claim 
in it, without any verification of its 
accuracy, or any definition of what he 
means by “circulation.” There are, it 
is true, certain marks to indicate the 
rotten character of the figures, but 
when users of the book consult it they 
fail to remember what the marks mean, 
and when the publisher of the paper, 
so marked, issues his own circular, giv- 
ing comparative ratings, taken from the 
Ayer book, he omits the marks alto- 
gether and makes no mention of them. 
That is what makes the book so mis- 
leading to advertisers, and harmful to 
publishers who are honest. 

GeorceE P. Rowe Lt. 
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THE STAR GALAXY. 


LATEST ADDITION. 


Mr. A. H. Fuller of the Brock- 
ton, Mass., daily Enterprise, has 
sought and obtained the Guarantee 
Star in Rowell’s American News- 
paper Directory for 1906, now in 
its thirty-eighth annual revision. 
The certificate was issued on Jan- 
uary 15, 1906, and a photographic 
reproduction of it is shown on the 
opposite page. The final re- 
vision of the Directory for 1906, 
thirty-eighth year of consecutive 
publication, is now under way. 
Applications for the Guarantee 
Star may be forwarded by pub- 
lishers who are interested in the 
subject—who believe they are 
eligible to the highest distinction 
which the editor of Rowell’s Di- 
rectory can bestow—and who 
dare use the Guarantee Star. 


The extent and full mean- 
ing of the Star Guarantce 
is set forth in Rowell’s 
American Newspaper Di- 
rectory in the catalogue 
description of each publica- 
tion possessing it. No pub- 
lisher who has any doubt 
that the absolute accuracy 
of his circulation statement 
would stand out bright and 
clear, after the most search- 
ing investigation, would 
ever for a moment con- 
sider the thought of secur- 
ing and using the Guar- 
antee Star. 

THE STAR GALAXY TO DATE, 


ILLINOIS. 
SEMED , isweusvssosaekeun Daily News. 
BARDS 0 0.00.00: cnsreccees Record-Herald. 
Pre Daily Review. 
rr errr Star. 
MINNESOTA. 
Minneapolis ........ Journal. 


Minneapolis......,. Tribune, 





Minnéapolis......:. Farm, Stock and Home 
Minneapolis........Svenska Amerikanska 
Posten. 
| Pioneer Press. 
PENNSYLVANIA. 
Philadelphia...........02+.. Bulletin. 
re Press. 
Philadelphia o.0....ccccvees Farm Journal, 
ere Post. 
WO RIE sos cccvsss 00 Local News, 
_ NEW YORK, 
SRINO $608 c Sov snnxexcses Evening News. 
pS ree Record, 
CALIFORNIA. 
Oakland . oc cccvcceseseccss Herald. 
COLORADO. 

OE 0 Khikn ca Knee sasuseecvavess - Post. 
DISTRICT OF COLUMBIA. 
rane Evening Star. 
IOWA 
RI so ivi cescencnsacvevsve Tribune, 
MARYLAND. 

MND 5skk5cns case cdssendcune News. 
MASSACHUSETTS 

PMN sss occ eccesaseunasieswn Globe. 
PIED ci vacasesoaswahnencss Enterprise, 
MISSOURI. 

NG TSOP in isinwiesscneses castanensy Star. 
NEBRASKA. 

fo Weer Pree Daily Star. 
NEW JERSEY. 

MN IE Sibert Sseccaskatecusaee Register. 
OHIO, 
ee ee Beacon Journal, 
SOUTH CAROLINA, 

OSCAR os seis pacenu ce sstaus canes State 

; TENNESSEE. 
Kaoxville,.....0.00 Journal and Tribune. 
; VIRGINIA, 
| Ser Times-Dispatch, 
} WISCONSIN. 
Racine. ..000.... Wisconsin Agriculturist. 
CANADA. 
BMD 535s oaus bance Mail and Empire. 
a a pre Star. 


The guaranty star attached to a 
publication in Rowell’s American 
Newspaper Directory is the most 
conspicuous distinction which the 
Directory editor gives to a paper, 
and the star constitutes, for a pub- 
lication possessing it, a continual 
advertisement of the highest dis- 
tinction, costing nothing after the 
initial payment, so long as the Di- 
rectory continues to be published. 
Conditions and terms relative to 
the guaranty star may be learned 
by addressing this office. Such 
inquiries will receive prompt at- 
tention if from a publisher of a 
paper considered eligible for ad- 
mission to the star galaxy, 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 











pa YI, ITk Buchty, (had 
ndred Dollars 






$100.00 











GONDITIONS. 4 
¢ absolute correctness of a circulation rating in Arabic figures in Rowell'’s American Newsnaper Directory, or to be inserted in the next issue of the book, based upos a snttetn- 
tory = from the of a paper. of thes actual issues fara full year, is srearantecd by the Directory publishers. under a forfeiture of one hundred dollars, le to 
Grst person who sac ‘ully aseails the accuracy of the said rating. The guarantee thus made. and the forfeiture offered by the Directory, is secured 74 the publisher os > Paper wy 


the payment of one hundred dollars to the publishers of the Directory asa permanent deposit. The Ci eaey is perpetual! so Jong as the new: 
autheaticated and the Directory continues tebe published. The Tones paid is not returnatie to the publisher stany time or ‘under eny circumstances. 
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NEW OWNER FOR PITTS- 
BURG “LEADER.” 


Henry C. Frick and Andrew 
Mellon, the Pittsburg capitalists, 
have acquired the Evening Leader 
of that city by purchase, $50,000 
being named as the price paid. 
The Leader was published and 
edited by the Nevin Brothers, and 
was the property of the Nevin 
estate for many years. It is 
credited with an evening circula- 
tion of 35,934 for 1904 in Rowell’s 
American Newspaper Directory. 





THE question of what the 
circulation of a periodical actually 
is becomes daily of more and 
more importance to both the 
newspaper and the advertiser. 
Quality may be worth more 
than quantity. It surely is, 
but, advertisers want to know 
“how much quality” they are get- 
ting, for no amount of quality 
will have a power to benefit with- 
out some quantity to give it life. 
The time when advertising pat- 
ronage was given as a favor, or 
thrown as a bone to a dog, has 
gone by. The recent improvement 
in advertising, which is very great 
and rapidly growing, may be 
traced largely to known circula- 
tions—and the doing away with 
an extra charge for the first in- 
sertion. People write advertise- 
ments now with even more care 
than editors write editorials, An 
advertisement is intended to be 
read, and it is read, and because 
it will appear but once, and as 
something resulting must be 
counted on, every day, the men 
who pay for the advertisement 
have learned to use the mediums 
that will show results. These are 
generally the papers that will al- 
low their circulation to be known. 





THe Rowell Directory is the 
only one that has, or ever did 
have, a definition of what is meant 
by circulation. It may not be the 
best one, but until some one else 
invents one that two people can 
agree upon as being better it will 
stand, 
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LONDON SPHINX CLUB. 


“Theatrical Advertising” was 
the subject discussed by the Lon- 
don Sphinx Club at its December 
meeting. The speakers were C. 
W. Penwarden, of India, Cecil 
Raleigh, Bram Stoker, Joshua 
Sheldon, Robert Pocock, John F. 
Jones, Mostyn Pigott and Mr. 
Coates, a representative gathering 
that treated the topic from the 
standpoint of the newspaper man, 
the magazine publisher, the adver- 
tising agent, the billposter, the 
theatrical manager and the circus 
proprietor. Mingled with chaff 
and fun were many bits of sound 
advertising sense. A full report 
of the proceedings appears in the 
Advertising World, London. 


BRANCH BANKS CONSERVE 
RESULTS FROM BANK 
ADVERTISING, 


“Branch Office Banking,” a new 
booklet from the Cleveland Trust 
Company, Cleveland, shows views 
of the twelve branches of that in- 
stitution and gives interesting 
data concerning branch banks in 
various countries. The Cleveland 
Trust Company maintains that 
branch banks not only furnish 
great conveniences to depositors, 
but that by receiving deposits 
where money is plentiful and 
loaning them at another branch 
where interest is high it is pos- 
sible for the institution to pay 
better returns on deposits, and 
that also, in times of trouble at 
one branch, all the other branches 
can support and safeguard the one 
in a locality where there is dan- 
ger of a panic. The Bank of 
Scotland has 126 branches, the 
North of Scotland Bank has 76, 
and ten banks in Scotland 
have 1,000 _ branches. Part’s 
Bank, London, has 164 branches, 
the Bank of Liverpool 85, London 
& County Banking Co., 192, the 
Credit Lyonnais, of Paris, has 
more than 100, the Comptoir Na- 
tional D’Estcompte de Paris has 
165, and the banks of Canada have 
more than 1,200 branches be- 





tween them. 
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KELLOGG NEWSPAPER 
BUSINESS GETS NEW 
HEAD. 


S. A. Cook, of Neenah, Wis., a 
former Congressman, has bought 
a controlling interest in the A. N. 
Kellogg Newspaper Company, and 
has been elected president. The 
business was established in 1865 
by A. N. Kellogg, who died six- 
teen years ago. Mr. Cook bought 
the property from his widow, 
Mrs. Anna Kellogg Dale, of New 
York, 








Advertisements. 
All advertisements in * Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
paid wholly in advance of first publication. 
Displuy tupe and cuts may be used without 
ertra charge. but if a specified position is 
asked for an ea, and granted, 
double price will be deman: 


WANTS. 
\ ANTED to bey Bundy or other time-record- 


ing clock. State condition and price. 
Box 1107, Des Moines, la. 


VV ANTED— Position as local writer and Solici- 
tor; experience. Address L. E. BARTHOLO- 
MEW, Bradford, New York. 


\ JANTED to buy or rent obesity and chronic 
disease letters, State full particulars. 
ROBINSON, 19 Stratton, Dorchester, Mass. 


\ a om By experienced solicitor the New 
York representation of a high-grade trade 
journal. Address “J. P.,” care of Printers’ Ink. 


HE circulation of the New York World. 

morning edition. exceeds that of any other 

morning newspaper in America by more than 
190.000 copies per day. 


W ANTED—Eastern representative for a list 
of Southern trade and class journals. 
Must have a record of success. RICE JOUR- 


NAL, Crowley, Louisiana. 


\ E are Sooo Seetiers. w.§300 wantrede, of 

posit: — ad $1000- now open for 
competent Write for bookies. HAP- 
GOUDs, Suite S11, 309 ane.’ N.Y 


OSITIONS open for competent newspaper 

workers in all departments. Write for 

booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE. 368 Main St.. Springfield, Mass. 


A DvEatisine man wants to change—young 
man, seven years’ experience, successfu 
in creating, writing and soliciting, a cy pre 
ferred. References. Address “F.E.W., 
(CONCERNING TYPK—A Cyclopedia ny Kvery- 
/ day Infor — for the ro Printer Adver- 
tising Man; get “typewise”: 64 vp., 50c. postpaid- 
az’ts wanted. A. 8. CARNELL. 150 Nassau S8t..N.Y. 


EWSPAPER advertisement writer; 


l experienced. seeks position. Ad- 
dress “SALARY MODERATE,” P. I. 
66 DVERTISING Manage Mai f 
nager of large piano 
Ah se” desires change. Seccental reo 


ors swith acropt salaried positiog 1 ani any ne, 
or enter sma as a ™ 
Harmer St., Philads elphia. 
VERY ADVERTISER and mail-order dealer 
4 should read THE y — MONTHLY, an ad- 
vertiser’s rgest cir of any 
sever iaiag curl Ry amert ica. Sample copy 
tree. ESTERN MONTHLY, 810 Grand 
Ave., game City, Mo. 
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NEWS SPAPER man who has a responsible 
Position on one of the most successful 
morning papers in New York State, seeks place 
on afternoon paper. Good executive; can hanale 
men; experienced editorial and paragraph 
writer; heads, make-up. Satisfactory references. 
“L.,” care Printers’ Ink, 


ANTED—) jerienced man ‘as advertising 

circulated, 

old-established, pF wing, family publi- 

— Must bea good correspondent and able 

prepare booklets, circuiars and such litera- 

ee and letters generally as wilt attract — ate 
tention and secure business from both 





ana mail-order advertisers. Good salary right 
man. Address, givin Ww, age, Ly ny and full- 
est particulars, “P. ” care Printers’ Ink. 





¥ YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
aavertisers, a weekly at 10 Spruce S8t., 
New York. ch advertisements will ve inserted 
at 20 cents per line, six wordsto the line. !RINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than anv other publication in the United States, 


ANTED—Clerks ana others with common 
school educations only, who wish to quai- 
ify for reaay positions at $25 a week and over, to 
write for free copy of my new Dp: cus and 
—— from leading concerns evers- 
= One graduate filis $8,000 place, another 
$5 and any numuver earn $1, Fo. The 
pp Men adwriter in New York owes his suco- 
cess within a few months to my teachings. De 
mand exceeds sup ply. 
GEORGK H. POWELL Advertising and Ruat- 
mm... Expert. 1703 Temple Court. New York. 








ANTED—Leise or management of 
cood country ore. My age 
is 32; fifteen years experience; 
now holding t position o trust with lead- 
ing daily. References will prove that 
Ican give good account of myself. 
dress “LESSEE,” care of Printers’ Ink. 











rene 
CARD INDEX SUPPLIES. 


ye CARD INDEX QUESTION will be quickly 
and easily settled by eviing omg od and 
price from the manufacture This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse p Eide Phila. 


PRIN TERS, 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


Ww* print catalogues. booklets. circulars. adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Co., 514 Main St.. Cincinnati. 0. 
+2 


ADVERTISING MEDIA. 


HE BILLBOARD, America's Leading Theat- 
rical Weekly. igth year. Cincinnati, O. 


HE EVANGEL. 
Scranton. Pa. 


n 
Thirteenth year; 20c. agate line. 
A™ person advertising In PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one vear. 
io the Ladies’ Home Journal is to the 
n the RECoRD is to Troy and Central 
ee County, Ohio. Only daily. Carries same 
high-grade advertising. None questionable of 
any surt accepted. Send for sample copy. 


E. P. J. is a publication devoted to poultry, 
e and reaches the farmer and fancier, who 
are = mail-buying people mor the gounky: A. 


ENGLAND POULTRY JOURNAL, & Mirtford. Oe. 

















PRINTE 
ADVERTISING AGENCIES. 
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A. O'GORMAN AGENCY. 1 Madison Ave, 
e N. ¥. Medical i journal advtg. exclusively. 


OLDEN GATE ADVERTISING CO., 3400-3402 , 
Sixteenth St., San Francisco. Cal. j 


"BE H. L IRELAND ADVERTISING AGENCY. 
Write for Pe oon of the Ireland Service. 


Street, P 
A“ LBERT FRANK & CU., 25 Broad Street. N. Y. 
General agrarSing Agents. Established 
1872. Chi Philadelphia. Advertis- 
ingof all kinds aaed in every part of the world. 
ARNHART AND S\ASEY, San Francisco— 








RS’ INK 


DESIGNERS AND ILLUSTRATORS. 


omen. eerg » engrossing, illumt- 
nating. ergraving, lit. Trapnin: 
THE KINSLEY STUDIO. 5 Bey, Ned 
—+oy—_ 
STOCK CUTS. 


RITE for our ‘catalogut e “J your business 
letterheads. STANDARD KNGRAVING 
CO., Photo-Eugravers, New York. 


ing. 





MAILING MACHINES. 
fPHE DICK MATCHLESS BALE. lightest 


d quickest. Price $12. F. J. VALENTINE, 
Largest agency west of Chicago; employ 60 a 
people; save aavertisers by advising g judiciousiy Mfr.. 178 Vermont 8t.. Buffalo, N. Y. 
newspapers, billboards, walls. cars, distributing ee 
Dimer this advertising fleld. It is most ageing. hatageinecten gS. 
We can advise as to mediums, O. BUCK, Treynor, lowa, specialist in 
ite us. THE DEs- O. A. and optical advertising. Criticisms, 


and h them. Wr 
BARATS ADVERTISING AGENCY, Ltd., Mon- 





DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 254 com. 
3 samples, 10c. J.C. KENY ON. Owego, N. Y. 


Cn se Paper Wei 
r 109 


a 


izhts “= your advertise- 
5 pe . Catalog adv. novelties 
free. ST. Lou BUTTON CO.. St. Louis, Mo. 


Ww RITE forsamole and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the bousewife and business man, 
WHITEHEAD & HOAG Cu., New N. J. 
Branches in all large cities. 


PATENTS. 
PATENTS that PROTECT 


ur 8 books for Sovgatece mailed on recei; F 
A. B. E 


a 6 cts. stamps. . zAC 
Washington. PD. ©, Eanbs 1869. 











POSTAGE S STAMPS. 


OFF, unused, U. 8. o. d, R. E.ORSER, 
broker, R. 6, 94 Dearborn St., Chicago, Il. 
a 





PREMIUMS 


ELIABLE coods are trade builders. Thou- 

% sanas of suggestive premiums suitable for 

puviishers and others from the foremost makers 

and whoiesale aeaiers in jewelry and kindred 

lines. 500-page list price illustrated — 
puoiished annually, 34th issue now ready: ¢ 

MYERS CO... 47w. and 49 Maiden Laue. N13 Tr. 

—_——— ~~ 


ADDRESSING MACHINES. 
DDRESSING MACHINES—No type 


di m of addressing used by the 
mye publishers e'do address the country. Send 


for ¢ Wi addressing at low rates, 
Wa ALLACK & CO.. Murray St., New York, 
1310 Pontiac Blig.. 368 | Dearborn St., Chicago. ml 

++ 

COIN CARDS, 
$3 PER 1,000. Less ror more any printi: 
2D THE COIN WRAPPER CO.. Detroit. Mic! 

—_—_—-- o> 

ZLECTROTYPERS. 
W E make the electrotypes for 

We dothe electrotyping for some of the 

largest ie in the country rite us for 
prices. WEBSTER, CRAWF ORD ‘& CALDER 45 
Rose St., New York. 

——___~or—_— 

TRADE JOURNALS. 
by Rest ESTATE.” Amsterdam. N. ¥.. circu- 
lation 3.000. for real estate dealers and 

owners; $1 a year; names of buyers each month. 
- aa 


booklets, circular letters, newspaper copy, etc. 


66 Gran AINS 

h contents, which fully justify the 
title, 25c. VED SCARBORY, 567a Halsey St., 
Brooklyn, N. Y. 


Publishers: The Keynote 


Of Future Bookselling 

@ is educational advertising NOW. Critical @ 
observant, book-loving, combined with ad* 
sens, makes me strong on Publishers An- 
nouncements. I have also a proposed exclu 
sive feature entitled Diary of a Bookseller, 
Publishing house corresp 


PERCY P. VYLE, 
(With the Hirsts), 
518 Walnut St., Philadelphia, Pa, 


OF GUMPTION,” a iy booklet, 








Aruler so full of practical 
type Information, measures 
and other data; that no one 
would willingly be without 
The Adwr Rule, if he 
knew of it. it’s of metal. 


By Mail 50 cents. Send for Folder. 


L. ROMMEL, JR. 
6rd Merchant St., Newark, N. J. 


W acw 


Have you 
that most any old st 














WHAT IS YOUR TARGET! 

an class do you aim your pirertide 
x is is food enough for i 

who must come so yoe anyhow! 

If that is your blissful situation you certainly 
have no use forme. But (and here is where I 
“butt into tne game”) you may have lots of 
“warm” competition—soine of it extra keen (I've 
known such cases)—and then, what! , Why then, 
when you send out an ink and paper “salesman” 
through the mails, you must see that his “get 
up” and talk do not discount that extra excel- 
bonce, you claim for your stuff. 1 work only for 
a0 le unwilling to PAY Po stage merely to fatten 

-paper baskets with that “costliest” of all 
Printed matter—i. e., the “cheap-enough”’ to-be- 
jhrown-away-on- sight kind. Possibly ite u might 
be interested in some of the “things” | have built 
for those waste-basket “foilers!”’ A letter sug- 

gestive of possible business will receive my 


Srompt attention 

0. 37. FRANCISL. — 402 Sansom St., Phila 
IMITATION TYPE WR WRITTEN LETTERS. 
| ig ty Typewritten Letters, “Small 2 
tities at Small — 100. 65¢.; 


300. $1.25 ; 500, $1.95. fa Write for okist 
and specimens, HO Ki $ CO..1 E. 42d 8t.,N. ¥. 


gt 











CARDS. PAPER. 
OST CARDS of every description are made by B BASSETT & SUTPHIN, 
us. We sbip to all parts of the world. Par- 45 Beekman st.. New York Ci Y 
ticulars on uest. S. SOUVENIR POST — Coated paversa specialty. Dimond Perfect 
CARD CO., 1140 Broadway, N.Y. White for high-grace catalogues 
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FOR SALE, 


Fes BALE Gow Clipper | Press,in good con- 
dition; 14,000 an neers abargain. GEORGE 
B, CRATER, Raleigh, N.C. Kes 


SECURES conti control of monthly mag- 
$5 000 azine that will stand full investi- 
gation. Party able to devote part of time pre- 
ferred. Address “D,” Printers’ Ink. 


GC" WEEKLY _newsp: neapener property in a 
Maine County seat, rofits $2,000 a year; 

500 cash required. A nd af stand-by. C. 
DAVID, 8 lowneend it., Boston, Mass. 
Fr wren o—~ properties in Texas, the land 

of sunshine ye Ryn for live 
ar men. it $80.000 needed in each 
case. C. DAVID. “Bestta, Mass. L. D. Phone, 
Ta 


.' PLENDID WEFKLY and job property in Flor- 
ida, the land of flowers. Just the place for 
a a Fe Davii or Baptist minister. Price 
$3,00 I), Bostun, Mass. Property 
for sale in 37 State: 


OR SALE Moaraing monthly trade jour” 
journal, clearing $6,000 annually. Exclusive, 
permanent and rapidly exp panding field, repre- 
senting one of the leading industries of America; 
5, Legitimate proposition; will bear most 
thorough Mec Splendid eg epben and 
for trained trade journal publisher to secure 
fine. well-established publication very ~~ 
able. If interested, write “XX,” care P.I 


$40, 000 ANNUAL PROFIT. 


Old-established ecguemiien pub- 
lishing thee magazines, one of which is a trade 
paper, offers one quarter or half poo sale witha 
view of gradual control. Technical knowledge 
not essential, but publishing experience of great 
value. Investm ent necessary from $25,000 to 
1g Address “EDITOR,” 194 Riverside, New 








SUPPLIES 
EW TYPE, Me. Ib. EMPIRE FOUNDRY, 


“Delevan, N. 
OTE — ADINGS of Bond Paper, 5x8 
4‘ inches, with envelopes (laid p). 100 for 64c.; 
250 hag “$11 iv, 500 for $1.60; 1,000 for $2.50; 2.000 for 
as ‘or $11.00. Send for sampies MERIT 
cs ‘Bethlehem, Pa. 
UBLISHERS, Manufacturers, Paperhangers 
Billposters—everybody that uses paste try 
Bernard’s Cold Water Paste. Sample package 
by mail to any interested person. BERNARDS 
AGENCY, Tribune Building, Chicago. 
y D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce St., New York. sell more mug: 
anne cut inks than any other ink douse in the 


“apenal prices to cash buyers. 
ADWRITING. 


89 Adwriting 
Rules 10c. 


A handy booklet, containing straight- 
from-the-shoulder rules bearing upon the 
production of effective advertisements. 


L. ROMMEL, JR. 
61d Merchant St., Newark, N, J. 

















——__~or——— 
PUBLISHING agains OPPORTUNI- 


PECIAL Montht Sannine 
Great unfilied feld where 


Property should become worth $100, 000. 

Has ave, standing and $12,000 in ued. 

Fair circulation; $10,000 cash . 
EMERSON P. HA 


Broies in Publishing Property, 
Broadway, New Yor! 


pcb 
CATCH PHRASES. 


€ A zimY. original cateh phrases, 150, 25c. 
BAUR CO,, 807 Bergen St., Brooklyn, N, ¥, 
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CLASS PUBLICATIONS. 
20,000 Buyers 


of ($1,025,000,000 annually) 
Hardware, ee 
Goods. ete 





Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write for rates. Speci- 


men Copy mailed on re- 
quest, 


253 Broadway. N.Y. 














tor 
TIN BOXK BOXES, 


[* you have an attractive, handy package vou 
will sei] more (ory and get botter prices tor 
them. Decorated tin boxes have a rich appear- 
ance. don’t break, are handy, aad preserve ths 
contents, You can buy in one-half gross lots and 
at very low prices, too. We are the folks who 
make the tin boxes for Cascarets, inuylers, Vase- 
line, Sanitol. Dr. Charles flesh Food. New-Skin, 
and, in fact. for most of the “big guns.” Rut we 
pa just as much attention tne “little fellows.” 
Better send for a! poe ustrated catalog. It 
contains lots of valuable infurmation. and i< 
free. AMt. RICAN’ lg COMPANY. 11 
Verona Street. lyn. N. Y._ The largest 
maker of TIN BONES outside the Trust. 


ADDRESSING MA (CHINES AND FAC- 
SIMILE TYPEWRITERS. 


yg pag office machine that 

my nt. Besides selling the 

“AUTO-ADDR RESSER, we make an IMITATION 

TYP RITTEN LeTTER and fill in the address 

so bays it cannot be distinguished from the real. 

po do wrapping, folding, sealing, mailing, ete 

sk us. 

AUTO-ADDRESSER, 310 Broadway, N. Y. 








— +o 
HALF-TONES, 


ewerares. Babe INES. 
3, 75e. 4, $1; 4x5. $1.60. 

Deliverea woes sonah po con the order, 

Send for samples. 

KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


Parsons or line productions. 10 square 
inches or smaller, delivered prepaid. 7ic.; 
6 or more. . each, ‘Casa with order. Ail 
newspuper screens. Service day and nigbt. 
Write for circulars. kKeferences furnishea, 
Newspaper process-engraver. ?P. UO. Box 815, 
Philadelphia, ha 





DISTR TRIBUTING. 


July in every town of any consequence 
eh it P ~ | AGtentiaing 
Service for four of the largest users of house to- 


house distri i in the U. 8. Write for esti- 
mate to CH. ARD, 1516 Tribune Builaing, 
Chicago. 


—__ +o 
MAIL ORDER. 


Mi4ecasm ADVERTISERS—Try house to 
house advertising; it wil pay you big, Our 
men will deliver Pagel circusars and catalogues 
direct to the maii-order buyer. You can reach 
— who never see a paper of any description 
rom one year’s end to another. hen once 
reached the rest is easy. We have reliable agente 
well located throughout the United States and 
Cae, anganelas position to place advertising 
r inthe bands of any aesired class. R 
DISTRIBUTORS? DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct witb the distributor. 
iy ae service. Corresponden solicited - 
NATIONAL ADVERTISING Cu. 70 Oakland 
Bank building. Chicago. 


or 
COIN MAIL. MAILER. 
1 00 for $3. 10,000. 9.000, $20. J Any printing. Acme 
4 Coin Carrier Co.. Ft. Madison, la. 
ILLUSTRATORS AND ILLUSTRATIONS, 
DVERTISING Cuts for Retailers; good Leow i 
HARPER ILLUS, SYNDICATE, Columbus, 


Rs guaran, 
tea 
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IDAHO #8" STATESMAN 


Is and has been since 1864 Idaho’s leading newspaper. Published at Boise, 





the capital of the State, with a general circulation over the entire State and 
in Eastern Oregon. The only large morning daily within a radius of 500 
miles of Boise. Full Associated Press Report. 

Contracts accepted with guarantee of over 4,500 net average circulation 
during 1906. 














The Star ia read all over \] Daily except Monday. 

the Illinois corn belt. THE MATTOON STAR Sunday, Weekly. . 

Circulation: Daily average for year 1905, 1,905 copies: Weekly average for year 1905, 1,681 copies, 
Net Flat Display i Rates on basis of electros furnished. “ 


DAILY AND SUNDAY EDITION.—One Inch Run of Paper. 3c. an inch net: One Inch, Full Posi- 
tion, 5c. an inch net. WEEKLY EDITION.—One Inch, Run of Paper, 6c. an inch net; One Inch, Full 
Position, 10c. aninch net. EXTRA FOR COMP‘ ISITION.—Wher. composition is necessary an extra 

charge of five cents per inch will be made. READING NOTICEs.—10c. per line Daily (6 words to the 
line); 10c. per line Weekly (six words to the line). CLASSIFIED AUVERTISING.—Our rates for in- 
serting classified advertisements are as follows: Six-line classified adv. 1 week. 25¢c. ; over six lines 
and not exceeding twelve lines, 1 week, 50c.; Six lines, classified, 1 month, 75c.; over six lines and 
not exceeding 12 lines, | month, $1.50; Six lines or less, classifi ed, 3 months, $2.0; over six lines and 
not exceeding twelve lines, 3 months, $4.00; Six lines, Classified, 6 months, $3.50; over six lines and 
not exceeding twelve lines, classified, 6 aoe, $6.00. 

The Morning STAR, Sunda oy StaR and Weekly sTaR thoroughly cover Mattoon and vicinity and 
havea circulation in Coles. Cumberland, Douglas. Clark, Moultrie and a counties, the 
“Broom Corn and Indian Corn Belt,” and the richest agricultural section of the State. The ag- 
grogate population of these six counties is over 200.000. METROPOLIS OF COLES COUNTY.— 

attoon is a city of 15,000 population, division points of the C. C.C. & St. L. (Big Four) and Illinois 
Central rail 8, 172 miles south of Chicago and about the same distance from St. Louis and Indian 
apolis. Has railroad shops, round-houses, machine shops, stove foundry and numerous other in 
dustries. We will be pleased to furnish sample copies of the Morning or Weekly STAR on application, 


Morning Star Printing Co., MOSSER & ALDRICH, Publishers, 1612-1616 Charleston Ave., Mattoon, Ill, 











Get the BEST Always! 


Che Pittsburg Dispatch 


‘¢ Greater Pittsburg’s Greatest Newspaper.’’ 


The best medium to reach a 
popuiation of over 3,000,000, 
centering about the world's 
workshop—Pittsburg. 


THE DISPATCH PUBLISHING CO., 


Cc. A. ROOK, E. MM, O’NEILL, 


President. Vice-President. 
PITTSBURG, PA. 


Eastern Office: Western Office: 
WALLACE G. BROOKE, HORACE M. FORD, 
41 Park Row, Marquette Bidg., 


New York. Chicago. 
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Binghamton (N.Y.) PRESS 


The PRESS is, in the common and popular sense, 
regarded by everyone in its territory as the dominant 
newspaper, By purchasing the Leader on September 
18, 1905, the Associated Press franchise was added to 
its many already exclusive features, making it abso- 
lutely pre-eminent in the Binghamton field. 


Power of the Southern Tier 


The PRESS covers so completely the local field as 
well as the many small villages in the 30-mile radius 
of Binghamton, that there is not an advertiser, lo- 
cally, who does not use it. The PRESS has one of 
the finest homes in the United States, equally as good 
in all of its departments as any metropolitan paper. 
Is the ov/y evening newspaper in the city of Bingham- 
ton a member of the Associated Press. 


Circulation 


The net paid circulation for the past year was 
21,576, which is more than all other Binghamton pa- 
perscombined. Ask the Association of American Ad- 
Vertisers. 


Results Count 


Ask any local merchant what paper he uses and he 
will say, ‘‘I only have to use ove paper to get results 
and that’s the PRESS.” That is why the PRESS 
carries so much more advertising than any of its 
competitors, Rates and sample copy cheerfully fur- 
nished on application. 


SMITH & THOMPSON 


Managers Foreign Advertising 
Potter Bldg., New York Tribune Bldg., Chicago 




















PRINTERS’ INK. 


Prosperous Farm Papers 


The agricultural press of the country is reflecting 
in marked degree the general prosperity of the 
farming interest. The leading farm and live-stock 
periodicals present every evidence of a patronage 
heretofore unparalleled. One Chicago weekly issued 
a Holiday number in December that cost over $10,- 
ooo for paper, press-work, engravings and postage. 
This and other evidences of enterprise and prog- 
ress reveal the high level of power to which the 
better class of farm newspapers are attaining. This 
is as it should be. Agriculture is our basic indus- 
try. The Middle West is the richest farming coun- 
try in the world. Its wealth is only summed up in 
totals that fairly stagger human comprehension. 

The favorite papers of those who live in this fat 
land of corn and blue grass ought therefore to indi- 
cate something of the vast extent and resources of 
their constituents. That they are doing so is man- 
ifest to any one who will examine the files of the 
most representative journals of this class. Typo- 
grapically and editorially they are worthy of the 
important element in our population to which they 
cater. The real, live, bona-fide farm paper that is 
clean and is conducted on correct business princi- 
ples, with a genuine subscription list obtained in 
legitimate competition at a decent price, is entitled 
to every consideration at the hands of the general 
advertiser. There are “fakers,” of course, in this as 
in other lines; ‘‘hashed up” sheets, and free dis- 
tributions where a paid list is supposed to exist ; 
but the experienced advertiser will have no diffi- 
culty in “sorting the sheep from the goats’’ in this 
particular. 

The big, broad-gauged, standard farm and stock 
papers of the Corn Belt and adjacent States are 
money makers for themselves and for their adver- 
tisers, and have a constituency of which they may 
well be proud, 
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papers. Practical, because it gives definite results. 


advertisers you are likely to associate with. 


the least cost. 


anything else—it pays to get the best. 


*PARMER, St. Poul, BM... ....6000005. 
*DAKOTA FARMER, S.M. ...........-- 
OHIO FARMER, w. ...-..---.0.00e00e- 
MICHIGAN FARMER, W............--- 
WISCONSIN AGRICULTURIST, w... 
*HOARD’S DAIRYMAN, w...........-- 
*BREEDERS’ GAZETTE, w.......... 
*WALLACE’S FARMER, w............ 


WALLACE C. RICHARDSON, 


Eastern Advertising [lanager, 


Telephone 556z Cortlandt. 





Building, Chicago. 











Selling Opportunities 


Manufacturers ought not miss the selling opportunity 
that the farmer holds forth to him. The farmer of to-day has 
money; how he uses it in purchasing necessities and luxuries de- 
pends upon the manufacturers and jobbers. The practical way 
of selling to the farmer is through the columns of the farm 


Four things to note when considering agricultural papers 
—definite results, the territory covered, paid circulation and the 


Advertising has brought to the farmer the chance to buy 
through the local dealer, or direct—newer, better, fresher goods. 
The demand for the dest has been created—do you wish to help 
supply it? If you do, we can show you howto reach the far- 
mer in the most economical way. That is the best results at 


Purchasing space in agricultural papers is like purchasing 


FARM PAPERS OF KNOWN VALUE 


725 Temple Court, New York City. 


* Represented (n the West by GEO W, HERBERT, 715 First National Bank 
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: | frome Fr dnb te. Ob 
oak Line Daw ob 
The figures in the last column show how 


many times greater the amount of sales was 
than the cost of advertising done, figured ona 





: 
1 
3 
: 














PRINTERS’ INK, 


six months’ basis. 


OO ON OMAwWN 








4 The Strand 


Publications. 


Pe OOP TT EE 
Bookkeeper ......+. 
Business World.... 
World’s Work.... 
Review of Reviews 
Four- Track News. 


Booklovers ...+.... 
Profitable Adver- 
EESEREZ ooo rceevees 
Technical World.. 
Saturday Evening 
5. Tee 
SUCCESS. cecccccvers 
Leslie’s Monthly... 
Red Book. . ... « 
Munsey’s 
National 
Literary Digest... 
IIT icons san ee 
Collier's Weekly .. 
OMTTOOR vgn 200008 
World’s Events... 
Scrtbner’s .o0e os 
Cosmopolitan .. 
Engineering ...... 
Leslie’s Weekly... 
Outing wocerscreece 
Smart Set ......++ 
ASZOSY .ccevsvseees 
Scientific Ameri- 
Lee 
A inslee’s ...ccceves 











The PAilistine..... 


The most interesting feature of this particular 


facturing facilities. s 
ing cost has been reduced very materially. 


Another feature worthy of comment is that 
this firm was assured by a well-known New 
Vork advertising agency that it would be foolish 
for them to spend any money in magazine adver- 
tising, which merely shows that it is not advis- 
able to take the opinion of any one person, nO 
matter how great a reputation he may have, un- 
less it is backed up by the opinion o 
equal reputation. 





Total Sales 


spent after 
08, 


for ads. 
$1,108 11,810 
1,350 74458 


397. 1,865 
599 2,369 
974 935775 
153 558 
1,876 6,498 
221 747 
1,806 5,799 
8 25 
163 506 
100 299 
29 82 
3,326 9,406 
281 793 
278 738 
125 322 
529-1207 
32 68 
299 632 
281 588 
328 660 
93 171 
13 23 
364 631 
383 622 
110 165 
72 115 
60 g! 
50 74 
107 154 
54 75 
96 129 
80 102 


86 97 


Cost 
of ans. 


$ .28 

36 
67 
60 
60 
81 
68 
45 
+45 


.50 
66 


81 
+45 


+53 
59 
86 


+70 


77 
“75 
2.00 
1,08 


Excess of 
sales over 





cost. 


10.65 times 
“ 


5.59 
4:70 
3-95 
3-77 
3.65 
3.46 
3-38 
3.21 


3-13 
3.10 


2.99 
2.83 


2.82 
2.82 
2.65 
2.58 
2.28 
2.13 
2.11 
2.09 
2.03 
1.83 
1.77 
23 
61 
.60 
.60 
+52 
48 
43 


1.39 
1.34 
1.28 
1.13 


a large one when the magazine advertising was 
begun, the result of two years’ publicity has 
practically doubled the volume of business, and 
necessitated a very large increase in the manu- 


35 
| campaign is the fact that while the business was 
} Further than this, the sell-” 


f others of 
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FROM THE USER’S POINT 
OF VIEW. 


AN INTERVIEW IN WHICH IT IS 
MADE CLEAR WHY A _ CERTAIN 
LARGE ADVERTISER PREFERS 
ROWELL’§$ AMERICAN NEWSPAPER 
DIRECTORY, 


If I was at liberty to mention 
the name of the gentleman whose 
opinion is set forth below he 
would be recognized as the adver- 
tising manager of a house that 
ranks among the largest users of 
advertising space in this country, 
a firm whose announcements ap- 
pear in more than 5,000 publica- 
tions. Before he would consent 
to speak for publication, however, 
he made it a condition that his 
name should not be mentioned. 
Failing to shake his resolution on 
this point I was obliged to content 
myself with the reflection that if 
a rose by any other name would 
smell as sweet an interview with 
a person who must be nameless 
might not be altogether devoid 
of interest. 

The gentleman in question has 
for years been a user of Rowell’s 
American Newspaper Directory 
and is probably as well qualified 
as anybody to express an opinion 
concerning its merits. I was in- 
structed to question him particu- 
larly regarding two features of 
the Directory, namely—the method 
of expressing circulation by arbi- 
trary signs in cases where publish- 
ers themselves cannot be induced 
to furnish definite information; 
and the  practice—peculiar to 
Rowell’s Directory—of giving in 
addition to the circulation for the 
past year, a statement of what the 
circulation of a publication has 
been in previous years. Occasion. 
ally users of the Directory have 
expressed the opinion that it is 
a waste of space to tell what the 
circulation of a paper has been. 
“What an advertiser wants to 
know,” they say, “is what its cir- 
culation is now.” 

“What is your opinion on this 
point?” T asked. 

“T should say,” was the answer, 
“that undoubtedly what an adver- 
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tiser wants to know is the actual 
circulation of a paper to-day, but 
I know of no directory that pre- 
tends to give that information, 
nor indeed of any way in which 
such information could be given 
unless newspaper directories, like 
newspapers were issued every 
twenty-four hours, and even then 
the information given would not 
be the circulation to-day but what 
it was yesterday. The circulation 
figures in newspaper . directories 
give, or purport to give, the av- 
erage number of copies printed 
daily, weekly or monthly, during 
the year prior to the issue of the 
directory. I would like to know, 
if possible, the actual circulation 
of a paper on the day that I place 
my advertising with it, but since 
that is impossible, I turn to the 
directory to find out what its cir- 
culation was last year, presuming 
that though it may have gained or 
lost some subscribers in the inter- 
im, the change will not have been 
\-ry great.” 

“In consulting Rowell’s Direc- 
tory do you find that having be- 
fore you not only the circulation 
for the previous year, but a state- 
ment as to what the circulation 
of a paper has been for a num- 
ber of previous years is helpful?” 

“Decidedly so. Leaving all other 
considerations aside I may say 
that this one feature alone makes 
Rowell’s Directory superior to all 
others. Before the present meth- 
od was adopted I used frequently 
to secure the same information by 
going through the back numbers 
of the Directory myself so as to 
get a line on a paper, but now I 
am saved that trouble. Someone 
has said that the past is the best 
index to the future. I find that 
in estimating the probable value 
of a publication it is immensely 
helpful to ‘have before me a state- 
ment of what the circulation has 
Deen for a number of years. If 
the circulation for the past year 
only is given I am unable to judge 
whether the paper is growing in 
circulation or decreasing; but by 
comparing the circulation for the 
past year with that of previous 
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years I am able to cull out the 
dead ones and confine my adver- 
tising to progressive papers.” 

“You do not believe then that 
such information is a waste of 
space ?” 

“Waste nothing! To the ad- 
vertiser who wishes to spend his 
money intelligently such informa- 
tion is immensely valuable. Let 
me give you an example of how it 
helps me. The other day I had 
occasion to make a contract with 
a publisher who came here per- 
sonally. Some years ago we had 
advertised in his paper and he 
wanted us to renew our contract. 
We talked price. I got the old 
contract from our files and turned 
to the entry of his paper in 
Rowell’s Directory. He was ask- 
ing me just twice the price he had 
charged five years ago although 
his circulation in that period had 
increased only fifty per cent. If 
the Directory had given only the 
circulation for the previous year I 
might not have discovered that, 
but with the circulation for past 
years before me I was able to put 
up an argument that secured. a 
much lower price than I could 
otherwise have obtained.” 

“That was good business from 
your point of view,” I observed, 
“but how about the publisher? 
Would it not be wiser if publish- 
ers refused, as many do, to make 
any statement of circulation at 
all?” 

“No, I think not. In our own 
business the deciding factor in 
placing a contract has often been 
that one publisher has not stated 
his circulation while another has. 
It frequently happens that we 
have to choose between several 
papers in the same town. Take 
the case of Hastings, Michigan, 
for instance. Rowell’s Directory 
lists three weekly papers published 
at that place, the Banner, Herald 
and Journal. The Herald and 
Journal have never made any de- 
finite statement of circulation and 
consequently the editor of the Di- 
rectory has given each of them an 
“1” rating, which signifies that it is 
probable each paper prints more 
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than 1,000 copies, but how much 
more nobody knows, and the pub. 
lishers themselves won’t tell. The 
publisher of the Banner on the 
other hand has made definite 
statements of his circulation since 
1895, except for the year 1897, 
when he made no statement and 
consequently got a “Y” rating, 
meaning that the last rating ac- 
corded him was probably higher 
than a new. statement would 
warrant—a pretty shrewd guess, 
as the figures show: 
Actual average for 1895, 2076 
2191 
Y 
2148 
2139 
2188 
1gor, 2066 
2188 
+. 2146 
1904, 2252 
It seems to me that no adver- 
tiser could fail to select the Ban- 
ner as the best paper in Hastings 
on this showing. The Banner 
isn’t afraid to tell what its circu- 
lation is while the other two pa- 
pers apparently are. The un- 
avoidable inference is that the 
Banner’s circulation is bigger than 
that of the Herald or the Journal. 
These circulation statements fur- 
nished by the publisher of the 
Banner illustrate also what I said 
about how helpful circulation state- 
ments for previous years are in 
enabling one to get a line on a 
paper. To me they indicate two 
things: first, that the publisher is 
telling the truth, and second, that 
his paper is one that is in steady 
and increasing demand. He hasn’t 
attempted to boost his circulation 
temporarily by premium schemes. 
How do I know that? Because 
his increase in circulation has 
been slow but sure. That he is 
telling the truth I believe, because 
he has not been afraid to ad:nit 
that his paper has had bad years 
as well as good ones—as most pa- 
pers do. He had an average cir- 
culation of 2,076 in 1895, and 
gained 115 subscribers the follow- 
ing year and then something hap- 
pened. It’s dollars to doughnuts 
that his circulation slumped badly 
in 1897 because he wouldn’t tell 

















what it was. The next. year, how- 
ever, he thought better of it and 
seat in a statement showing that 
he had a little better average than 
in 1895, but not quite as good as 
in 1896. The following year his 
circulation again fell off a little, 
then in 1900 it picked up some- 
what, but was still not quite as 
big as in 1896. As late as 1903 
he was still printing fewer copies 
than he printed in 1896. In 1904, 
however, he was able to show the 
biggest circulation he has ever 
had, and if his statement in the 
next issue of the Directory should 
show a slight falling off it is safe 
to say he won’t lose a single ad- 
vertiser that he now has because 
of it. I am suspicious of papers 
that always gain. The volume of 
our own business fluctuates from 
year to year and the eras of pros- 
perity and depression that affect 
us must, I think, be felt also by 
newspaper publishers.” 

“Suppose,” I asked, “that 
Rowell’s American Newspaper 
Directory instead of indicating the 
circulations of the Hastings Her- 
ald and Journal by an arbitrary 
symbol had stated their circula- 
tions, or what the editor of the 
Directory supposed their circule- 
tions to be, in numerals; and in- 
stead of giving the circulation of 
the Banner for ten years had giv- 
en it for one year only—what 
would the result have been?” 

“The result would have been 
that Rowell’s Directory, in that 
case, wouldn’t have been any bet- 
ter than any other directory. We 
use Rowell’s because we believe it 
to be the best, and we think it is 
the best because we can secure 
from it information that no other 
directory gives. For my own part 
{ want to know not only what the 
editor of a newspaper directory 
thinks the circulation of a publi- 
ation may be, but zwhy he thinks 
so. If the figures accorded a pa- 
per are based on a detailed state- 
ment furnished by the publisher, 
himself, and the rating accorded 
another paper is mere guess-work, 
or at any rate an estimate based 
on less complete information, I 
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want to know it. And it is only 
fair that some distinction should 
be made between the fearless pub- 
lisher who tells what his circula- 
tion is and the fearful one who 
endeavors to conceal it. If you, 
give them both numerical ratings 
how is one to distinguish the 
sheep from the goats?” 

“Some people say, however, that 
it is a nuisance to have to refer 
to the key in order to find out 
‘what the arbitrary symbols mean. 
Do you find it troublesome?” 

“No, I hardly ever refer to the 
key at all now. People who raise 
that objection cannot have much 
use for a newspaper directory 
anyway. If one has to consult 
Rowell’s Directory every day it 
is not long before the symbols 
employed become as familiar as 
the abbreviations that one uses 
every day in business. The ad- 
vertising man who objects to the 
use of symbols in a newspaper 
directory might with just as much 
reason insist that proof-readers 
should abandon the convenient 
signs they now employ for indi- 
cating corrections and write out 
the changes to be made in long- 
hand.” Cuas. L. BENJAMIN. 





In August, 1905, there was nub- 
lished in Printers’ INK, an inter- 
view with Mr. Charles H. Fletch- 
er, president of the company that 
manufactures and advertises cAs- 
TORIA, wherein Mr. Fletcher was 
reported as taking the very posi- 
tion occupied by the unknown per- 
son interviewed by Mr. Benjamin. 
Mr. George P. Rowell, the founder 
of the Directory, has long held 
that to attempt to give a definite © 
circulation rating to a paper that 
will not make a definite statement, 
nor let it be known what its defi- 
nition of circulation is, is merely 
giving countenance to an attempt 
to mislead the advertising public. 
In such cases, Mr. Rowell asserts, 
it is more dangerous than instruc. 
tive to pay attention to round fig- 
ures set down by people who are 
even less well informed than. the 
editor. of Rowell’s American 
Newspaper Directory finds him- 
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self to be, although in possession 
of every evasive statement fur- 
nished by the newspaper in ques- 
tion for the past twice seven years, 
“I subscribe to that opinion,” said 
Mr. La Fetra, advertising man- 
ager of the Royal Baking Powder 
Company, when it was submitted 
to him, and then he added, “I 
believe there is a tendency to 
over-estimate the circulation of a 
periodical that does not furnish 
data upon which an accurate cir- 
culation rating could be based.” 
Advertisers who study the mat- 
ter intelligently know that of all 
the papers published three out of 
four prints regularly less than 
1,000 copies, and that for these the 
advertiser has to pay quite as 
much, on the average to the paper 
that prints 200 or 400, as to the 
one that issues 900 or 1,000 cop- 
ies; consequently the precise num- 
ber printed is not worth inquiring 
into, for none of them can afford 
to accept foreign advertising at a 
price that the foreign advertiser 
can afford to pay. Of the one- 
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quarter of all the papers published 
that do issue regularly more than 
1,000 copies, one in three will al- 
low its circulation to be. defj- 
nitely known, and it is to these, 
with few exceptions, that the for- 
eign advertiser who knows his 
business will limit his advertising 
patronage. 


——_+99—_—__—_—_ 
WRONG KIND OF “CAS. 
TORIA.” 

A salesman representing the 
Morrell Medicine Co., of New 
York, recently sold a Levant, N. 
Y., grocer a case of what was 
stated to be Castoria, but the lat- 
ter, upon receipt of same, found 
they were not the kind he had al- 
way bought. A warrant for the 
arrest of the seller was obtained 
and served, and to evade graver 
consequences the salesman plead- 
ed guilty and paid a fine, agreeing 
to refund the money obtained 
from the grocer. 





“Lire, however short,” said Samuel 
Johnson, “‘is made still shorter by waste 
of time.’”? Gct busy! 


























ONE GOOD LONG MARK 


If I hadn’t had your sample book, my customer wouldn't 
have known what he wanted in the reds, so give it one 
good long mark. Wish my order was larger. 

JOHN H. 


Every mail brings me some new remark about my sample 
book, and the small printers of the country consider it quite 
Heretofore when they asked for a 
sample book from the credit ink houses they had to pass an 
examination as to how many presses they owned, how much 
ink they bought and in what quantities they ordered. 
rather intimidated the little fellows and they generally or- 
dered much more than they needed, or were forced to pay 
exorbitant prices for small quantities. 
when I put up my job inks in 14-lb. cans and offered to sell 
one can as cheerfully as a hundred. To-day I have over ten 
thousand concerns using my goods, who never saw me, and 
who came to me through friends or through advertising. 
Send for my new specimen book. Money back when goods 
are not found up to the standard. Address 


PRINTERS INK JONSON, 


a favor to receive a copy. 


17 Spruce St., 


RATHBUN, Castile, N. Y. 


This 


I broke these fetters 





New York. 























BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


If there is any one article which 
may justly claim to be better ad- 


vertised than anything else, that 
article is Sapolio. It is undoubt- 
edly true that if the question were 
put to a popular vote Sapolio 
would be elected by a large ma- 
jority as the best advertised com- 
modity in the world. Such being 
the case, it is something of a 








Capynenr, 


“ «TIS LOVE THAT MAKES THE 
fo seine: - 


that saiisle it. Sapolio is a a solid cake 
of Scouring Soap. ‘ry it. 
Love’ Shere 's Jest by mday a woman phe etciste ha 
¢ hoasehold and works-herself to death. in the 

it the house does not luok as bright as oe gets 
theblamesif things are upturned ee nopes-s 

enn hy, {Mame ier seme. “4 r is within her her 

fish je uses iO'everything beige lean, 

the} the ign of po disorder will be quickly over. 


No.1 


shock to run across an advertise- 
ment like the one reproduced 
here. The idea itself is not par- 
ticularly clever, but the manner in 
which it is treated is indeed ill- 
suited to the purpose for which 
the illustration was intended— 
newspaper _ advertising. The 
drawing is weak and flat and the 
entire advertisement seems very 
much out of place when coupled 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 








33 UNION SQUARE, N.Y. 


FREE OF CHARGE! 







with the world-renowned name of 
Sapolio. So far as the illustra- 
tion is concerned the character of 
treatment shown in No, 2 is far 








Lu SAPOLIO a 























No.2 


better adapted to newspaper work 
—or for any other purpose for 
that matter. 

* * * 


Waterman Fountain 





Pens do 


not grow in the bottom of the 
sea, 


You don’t have to sink 











yourself in twenty fathoms of 
water in order to write with one 
or fill one. You don’t need a 
diver’s suit in order to protect 
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your clothing and person when 
using a Waterman Pen. The 
mud-covered diver shown in the 
magazine ad reproduced here has 
nothing at all to do with the pen, 
so please do not be deceived by 
his appearance here, and do not 
assume that because he is covered 
with slime that the Waterman 
Pen is a soiled and unkempt pro- 
position, 
* * * 

Advertisements like the Rhine 
Wine ad here shown are likely, 
at this season of the year, to cause 
the breakage of good resolutions 





Ghe Rhine and Moselle Wines & 
HINCKEL @ WINCKLER 
FRANKFURT-A-MAIN 
are the exceptional vintages of the Rhineland 
To b¢ found at fine hotels and restanrauts 
PRICK-LIST Matt b1 ON MEQUEST 


C. H. ARNOLD & CO., Sole Agents, New York 














and make it extremely difficult for 
the lovers of wine to cling to their 
seats on the water wagon. The 
young man in the picture surely 
seems to be most contented as 
well as comfortable and_ his 
dreamy vision of the castled Rhine 
is a charming one. This adver- 
tisement occupied a quarter page 
space in Harper's Weckly and 
made a most attractive appear- 
ance, 
* * * 


It is not a very easy matter to 
get two horses, driven tandem, as 
well as a man and a cart in a 
quarter page magazine advertise- 
ment and have any room left for 
text. 


This Babcock ad, however, 
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does it and does it well. It shows 
the result of careful thought and 
study. It does not look crowded, 
it is well balanced and appeals to 








@ The Babcock Park 
Cart for single horse 
or tandem driving makes 
about the swellest and top- 
piest rig that you can imagine. A 
@Like all Babcock Carriages 6) 
it has a dash and style that's - 
exclusive—real merit—through and & 
through—that shows it distinctly 
superior. 
@ Our handsome illustrated catalogue show- 
ing the full line of over 100 Babcock Car- 
:  jages—free on re- 
quest. . 






H.H. BABCOCK 
COMPANY 
Dept. P, Watertown, N. Y, 


Branches at Baltimore, Maryland, 
nf nd Des Moines, lowa. 














the eye. Yet, at the same time, 
there is, when you come to think 
of it, a good deal in it. It was 











the tine seger always equals 
tothe cccaston—social or com- 


mercial. 
Jn business and society « 
universal favorite a 


a 
$Mognit, 


+ |The Perieet Havana” 

Panetelas Grande 
(Mild—Exquisite.) * 

10¢ each, 4.25 for 50 


All the leading brands of Im- 
ported and Domestic Segars, 


areties s04 Smoking Tohaccos. 














one of the neatest quarter pages 
in the current magazines. 
ne 3 * * 

The cigar advertisement repro- 

duced here is one of a series of 
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newspaper ads now running on 
behalf of the Waldorf-Astoria 
Cigar Company, and _ occupying 
about five inches double column. 
This series is a strong and strik- 
ing one, although of a dignified 
nature, as befits the character of 
the company and its products. 
There seems to be no better way 
yet devised for advertising cigars 
than illustrations which show men 
smoking and looking as if they 
enjoyed it. Such pictures always 
secure the attention of the smo- 
ker, and if attractive enough tempt 
him to read the copy and ascertain 
whether there are any Joys and 
delights of tobacco which he has 
not yet experienced. 
—_——_ +o 
NINETY AND NINE. 
Racine, Wis., Dec. 5, 1905- 

Editor of Printers’ INK: 

In a recent issue of Printers’ Inx 
there appears under the heading “Has 
a Bearing on Quality of Circulation 
a letter from the esteemed American 
Agriculturist, which stiows how that 
valuable publication reaches 88 per 
cent of the postoffices in Pennsylvania. 
It also states that Pennsylvania has 
224,000 farms and that the American 
Agriculturist is bought and paid for 
by one farmer in every ten in the 
State, which is an excellent showing. 
The letter then asks, “Do you know 
of another agricultural paper that can 
make such a statement as this and 
back it up?” : 

The Wisconsin Agriculturist reaches 
99 per cent of the postoffices in Wis- 
consin. In this State there are 169,000 
farms and the Wisconsin Agriculturist 
is bought and paid for by one in 
every four in the State. It is unneces- 
sary to ask if you know of another 
paper that can make such a statement 
as this and back it up, for we know 
there is none. Very truly yours, 

THe WIsconstn AGRICULTURIST, 

A. Simonson, Publisher. 


TWENTY TONS. 


None Sucu Foon Propucts, 

Indian Brand Canned Goods. 

Syracuse, N. Y., Jan. 19, 1906. 
Editor of Printers® Ink: 

Your issue of Jan 17, under the 
caption, “two TONS,” on page 27 is in- 
teresting, and it occurs to us that if 
you were to say in a forthcoming issue 
that we put out forty ‘thousand pounds 
of condensed mince meat (with -no 
water to increase weight) every day, 
and mention the fact under the caption 
of “TWENTY TONS,” our story might be 
interesting. Yours truly, 

MERRELL-SouLE Co., 
Per. W. B. Cherry. 
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WHO IS “H?” 
Winnirec, Can., Jan. 
Editor of Printers’ INk: 

“A” is somewhat exercised over the 
stupidity of “H,’ who has cast re- 
flection on the vaunted reputation of 
Boston for brains, Even you have 
exclaimed in despair: ‘‘What’s the use.” 

The solution is simple if one gets 
the right cue. “H’” I’il bet a whole 
bunch of big Canadian apples—the 
best in the world,—is a woman, and 
one who has never turned her atten- 
tion to advertising at that. 

Give her a free sub. to the Little 
Schoolmaster and she’ll do better next 
time. Yours truly, 

. €. Bearey. 

P. S.—The above solution is based 
upon a careful study of the chiro- 
graphic characteristics of the letter “H” 
and upon the feminine idiosyncrasies of 
the literary style. H.C 2. 


9, 1906. 


+> 
WHERE THE BICYCLE MAY BE 
PROFITABLY ADVERTISED. 
Not the big city, where multitudinous 
automobiles make the cycle seem mere- 
ly a cheap pretense; not the big cities 
where press comment and the “society” 
papers give so much free advertising 
to the automobile, not the big cities 
where trolley cars and eievated seem 
second-best time savers to the man 
who cannot afford an automobile; not 
in the big cities—but in small towns 
where “society” has not dictated the 
death of the ordinary bicycle; where 
evcn it still holds piace; in the small 
towns where a wider knowl dge of per- 
sonal affairs minimizes ‘“four-flushing”’ 
and prevents aversion to owning a 
motor cycle as being less expensive 
than the automobile. In the small 
towns bicycling is s‘ill a popular ex- 
ercise.—Star Monthly Solicitor. 
—— +> 


GREATEST ADVERTISING 
MISTAKE. 


Every advertiser makes mistakes; lots 
and lots of them. Usually, they are 
not very serious. If they are, the ad- 
vertiser very quickly becomes a non- 
advertiser. Most of the mistakes of 
which advertisers are guilty are due to 
haste. I go further and say that every 
unsuccessful advertising campaign is 
the logical outcome of haste. The ad- 
vertiser takes too little advice before 
the advertising begins and too much 
after it commences. In other words, 
he begins before he is ready. Perhaps 
if he taought a little harder or a little 
longer he wouldn’t begin at all. And 
in many cases it would be better if he 
did not.—J. M. Campbell, Ivory Soap, 
in Judicious Advert'sing 


THE 





> 


IF your reasons are not bringing 
results they are not sound reasons. 
If your goods are good and your rea- 
sons are as good as your goods, it’s a 
plain case of cause and effect. and re- 
sults must be log'cal effect.—Profitable 
Advertising. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ iNK are invitedto send model advertisements, ideas Hor window 
cards or circuiars, and any other suggestions for bettering this department 








“The Diamond Sign News, pub- 
lished now and then, when least 
expected, at the Sign of the Dia- 
mond” is a mouthpiece for W. H. 
Upson, a Lockport, N. Y., coal 
dealer, and an auxiliary to his 
excellent newspaper advertising. 
It is made up largely of reprints 
likely to be of interest to the 
householder, interspersed with 
clean humor and advertising in the 
right proportions, and it shows 
that there is a lot of things to say 
about coal. The first issue ap- 
peared last March and consisted 
of four 9x12 inch pages of three 
columns each, with just a little 
red ink on the first page. In this 
issue were brief items on “Com- 
bustion and Coal” and “Coal 
Economy,” and the purpose of the 
paper was stated in the following 
“editorial :” 





FOREWORD. 

This is the first number of the Dia- 
mond Sign “News.” Perhaps it will be 
the last; we don’t know. It won't, 
however, if the “‘News’’ finds its little 
nicne in the public esteem, 

It is not a pretentious sheet—it’s not 
intended to be. Its primary object is 
to better acquaint the public with the 
Sign of the Diamond Coal Yard. If it 
does this, its mission is successful, 

Lots of people can save lots of coal 
if they know how. And right here we 
shall differ from the average coal mer- 
chant. We saall tell, as far as we 
are able, how many economies can be 
effected in the consumption of coal. 
3y so doing we hope to make the 
“News” of practical value. 

With us, it is not how much we can 
sell, but how we can sell so ag to sell 
again and again. 

And so, if you read the “News” we 
hope you can get suggestions that will 
prove of value to you. ‘ 





At the head of the first page is 
this quotation: 





“Coal, in truth, stands not beside, 
but entirely above all other commodi- 
ties. It is the material energy of the 
country—the universal aid—the factor 
in everything we do. With coal al- 
most any feat is possible or easy; 


without it we are thrown back into the 





laborious 


poverty of early times,” 
Jevons. 





And on the back page, with a 
cut of the “Diamond Sign” be. 
sprinkled with dots, is the follow. 
ing ad of a prize offer: 





$20.00 IN GOLD. 


To Patrons of the Sign of the Diamond, 
At the beginning of the year many 
mercnants—and especially those en- 
gaged in the coal business—have been 
accustomed to present calendars and 
novelties to their patrons. We discon- 
tinued th:s some time since, resolving 
not to give anything away until we 
could find something really worth the 
giving—something better than _ the 
everyday calendar or novelty, 

We were explaining our ideas on this 
subject to a customer the other day, 
and he said, “Well, if you don’t care 
to give away novelties adorned with 
brilliant promises, why don’t you get 
up some sort of a contest. For in- 
stance, fill up your Diamond Sign with 
dots and let the people count them. A 
contest like taat, when fairly managed, 
is always exciting and, as old as I am, 
I usually manage to get into them.” 

We have adopted his suggestion and 
we’re ready for you to count the dots 
in the Diamond mentioned. They can 
easily be counted if you possess pet- 
severance and patience. In this case, 
it’s not luck but stick-to-it-iveness that 
will determine the results. 

First Award, $10. Second Award, 
$5. Third Award, $2.50. Fourth 
Award, $2.50. 

Conditions. 

1. This counting contest is open to 
all patrons of the Sign of the Dia- 
mond Coal Yard who shall have bought 
coal between January ist and June 
31st, 1905.—See paragraph 4. 

2. For each purchase during that 
period, coupons based on a _ specified 
amount, will be given for every pur- 
chase.—See paragraph 4. 

3. Each coupon will be in duplicate, 
both parts ‘aaving same number. One 
part shall be deposited, or mailed to us 
to deposit, in a locked box placed be 
our outer office. In this way, 
name will appear on Me 
paragraph 4. 

4. Each coupon will contain space 
for the customer to write a phrase, con- 
sisting of not more than. fifteen words, 
telling why the Sign of the Diamond 
Coal Yard is, in every respect, the 
most popular and satisfactory place to 
purchase fuel. In case of there being 
more than one correct count, the 





cleverness and adaptability of taese 








phrases will determine to whom the 
prizes shall be awarded. 

The decisions will be made by 
three disinterested and impartial men. 





The second number of the Dia- 
mond Sign News came out in 
April, with four more pages than 
the first, and was correspondingly 
better. Further extracts from 
1 both issues, as well as reprints 
of Mr. Upson’s newspaper ads 
will appear in later issues of this 
department, and the “Ready 
Made Man” would be pleased to 
receive any other numbers of the 
| paper that may be published “now 
y and then, when least expected.” 





A Good Shoe Ad From the Des Moines 
(Ia.) Daily News. 


Does Your Work 


Keep you  outdoors?—We 
have a special in a man’s 
shoe—all solid, selected Calf 
Uppers—heavy oak sole— 
leather soles—that is an 
ideal winter shoe for the 
man who must walk or be 
on his feet a great deal. Is 
perfect fitting and_ really 
light on the feet—only $3.50 
—motormen, mail men and 
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A Tailoring Talk of the Right Sort. 
From the Des Moines, Ia., Capital, 











The Clothes I 
Make are the 
Clothes You Want 


Because they continue to 
look well after you’ve worn 
them awhile. They don’t 
curl up and break down the 
front and try to turn inside 
out. I always make them 
as you want them = and 
there’s a great deal in that. 

My stock is fresh and 
clean, and I keep right up 
with the style in the selec- 
tion of goods, and also in 
the cut of taem. 

Those plain gray diagonal 
weaves are very popular 
and I still have a good 
supply. 

My prices are remarkably 
low considering the fine 
quality of goods and style 
of make-up. 

Suits, $25 to $40. Over- 
coats, $25 and up. 


JESSE D. GRIFFITH, 
Merchant Tailor, 
307 Fifth Street, 
Des Moines, Ia. 








A Good Way to Work the “R. F. D.;” 
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policemen will find this shoe 
right to their liking. 

W. L. WHITE, 

506 Walnut Street, 








But a Few Items Likely To Be Need- 
ed on the Farm, With Prices, Might 
Jog the Memory of Mrs. Farmer 
and Bring More Orders. From the 
Waco (Tex.) Semi-Weckly Tribune. 





; D<s Mo/'nes, Ia. 

The Dealer Who Sells the Ostermoor 
Mattress and Doesn't Advcrtise It, 
Fails to Profit as He Ought to by 
the Liberal Advertising of the Man- 
ufacturers. From the Lynn (Mass.) 
Daily Evening Item. 











~ 
For Long Nights 
From now until spring 
| the nights will be long. 
Why not spend them in 
comfort? It is easy. 

} Ostermoor Mattress. 
The Ostermoor fits the 
} body. The soft cotton of 
, the mattress conforms to 
every curve of the body. It 
, never needs to be made over, 
never packs or_ spreads. 
Could you spend your 
money any better? 

$8.35 $15.50 

| HILL, WELCH & CO. 





Lynn, Mass. 

















“If it is in the drug or 
sundry line the ‘Old Corner’ 
nas it.” 


Uncle Sam is Our 
Messenger to Farmers 


Farmers along R. F. D. 
routes need not come to 
town this cold weather. Send 
us your order by mail car- 
rier. We will fill it as con- 
scientiously as if you were 
here in person, which is say- 
ing that you will receive the 
very best drug store articles 
that it is possible to get at 
the very lowest prices. Try 
this good service. 

De Voe’s Weather Fore- 
casts and Calendars have 
arrived. Call and get one 
for 1906. 

THE OLD CORNER 
DRUG STORE, 
J. N. Lyle, Jr., Secretary 
and Manager. 
4th & Austin Sts., 
Waco, Texas. 
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Jures Dovux, 
French Dyer and Cleaner, 
8 and 1o Burnet St., 
Utica, N. Y. 
Editor Ready Made Department: 

I enclose my latest. In studying 
advertising you absorb the facts slow- 
ly, if you are receptive. 

Constant reading of Printers’ INK 
has given me ideas that are certainly 
unique. I am independent in my plans, 
not imitative. I believe I know a 
good “ad” now, from reading the 
collective opinions of others. I read 
Printers’ INK from cover to cover 
because—well, because it’s interesting. 

Sincerely, 
Jutes Dovux. 





Mr. Doux certainly has the 
right idea as to the best and most 
economical way to gain a knowl- 
edge of advertising. His ad, here 
reproduced, while in no way re- 
markable, has the merit of mak- 
ing its point very clearly, which 
is more than can be said of most 
ads for this line of business, gen- 
erally mere business cards. And 
that reminds me that some good 
ads of this kind would be very 
acceptable just now. 


OUR REPUTATION 
for high-class dyeing and cleaning is 
such that we attract a large part of 
our work from other cities. Faded or 
soiled garments, hangings, carpets, etc., 
receive the most intelligent treatment 
that deep study in our art can pro- 


duce. 
JULES DOUX, 

French Dyer and Cleaner, 

8 and 1o Burnet Street. 
Utica, N. Y. 








Very Appropriate Head for a Phono- 
graph Ad. From the Scioto Gazette, 
Chillicothe, Ohto. 





Get it For a Song. 
The Eaison Gem Phono- 
graph with one dozen Edi- 
son Gold Moulded Records 
and large 14 inch horn, at 
Fifteen Dollars, is the best 
investment that can be made 
for the long winter even- 
ings. Sold at Five Dollars 
down and balance in weekly 
payments of Seventy-five 
cents eaca. See the machine 
in the window and come in 
and hear it play. 
CHANDLER PHONO.- 
GRAPH CO., 
24 E. Main Street, 
Chillicothe, O. 


— 








Good Idea for a Newsdealer. 
Washington, (N. J.) Star. 


From the 





— 


Publications For 
Women 


and the time we usually have 
them in stock. 
AT MILLER’S 

Bon Ton, 28th; Elite 
Styles, 28th; Designer, 
14th; Delineator, 14th; 
Harper’s Bazaar, 15th; 
L’Art de la Mode, 24th; 
Ladies’ Home Journal, 24th; 
Ladies’ World, 18th; Le 
Costume Royal, 27th; Mc- 
Call’s, 10th; New Idea, 
toth; Pictorial Review, 
28th; Toilettes, 25th; Wom- 
man’s Home Companion, 
2oth. 

If you leave your order 
5 days previous to above 
dates, you will be sure to 
have one when you call, or 
you can order it delivered. 

Subscriptions taken at reg- 
ular prices for all the above. 
_ Cut this ad out and keep 
it in a scrap book. 

“MILLER’S,” 
Washington, N. J. 














Some Good, Strong Insurance Ade 
vertising from the Amsterdam, N. 
Y., Evening Recorder. 





Insurance. 


I have spent over 20 years 
in the insurance business, 
studied the needs of my 
clients, and am_ thoroughly 
conversant with the good 
and bad companies. During 
that time hundreds of com- 
panies have failed and have 
caused thousands of dollars 
in losses to policy-holders. 
Not one client in this office 
has ever lost a dollar by tae 
failure of a company. My 
companies are strong and 
reliable, and pay their losses 
honestly and promptly. We 
have on our books to-day 
customers who were with us 
twenty years ago. Everyone 
should carry fire insurance. 
It costs but a few cents a 
day to have your furniture 
insured, and you cannot tell 
when a fire will occur. 


H. L. REED, 
Amsterdam, N. Y. 
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Tue ManitospA Free Press Company, 

Publishers of the Manitoba Free Press. 
WINNIPEG. 

Editor Ready Made Department: 

I beg to enclose herewith’ proof of 
an announcement of one of our local 
merchants which I would be glad to 
have you criticise in your “Ready 
Made Advertisements” column. 

Yours truly, 
R. H. Quinn, 
Per. H. H.-A; 


The ad accompanying this let- 
ter is different in one important 
way from the usual announcement 
of a grocer and dealer in meats. 
The talk about saving money and 
low prices is not at all uncom- 
mon, but not one in ten of the 
grocery and meat ads that come to 
my notice makes any pretense of 
backing such talk by printing 
prices, Printing low prices does 
not always prove that they are 
low ones, unless on well-known 
brands whose prices are practical- 
ly fixed and vary but little in 
various stores. But the printing 
of prices following the claim that 
they are low, is pretty good proof 
that you are not afraid of com- 
parisons and pretty good confir- 
mation of the claim. This ad, of 
which only the introductory and 
signature are here reproduced, 
contained just forty-two price 
quotations covering all sorts of 
meats, fresh and cured, lards, 
vegetables and dairy products—a 
kind of “reading matter” that 
should have been very interesting 
to many housewives arid corre- 
spondingly profitable to Mr. Har- 
rington. 


DO YOU REALIZE THE MONEY 
YOU CAN SAVE? 


By dealing with us. If you do, you 
are one of our many customers; if not, 
that’s what this ad is intended for. 
We are quoting a few of our prices 
below to convince you that what we 
Say is right. Just here let us speak to 
you about the quality of our goods. We 
guarantee that everytaing is fresh and 
the best to be had in its respective line. 
We carry a full stock of staple 
groceries, the choicest meats—fresh and 
cured—butter and eggs, seasonable 
vegetables direct from the gardens, and 
all other lines included in the stock 
of a thoroughly equipped and up-to-date 
Provision supply house. 

View our premises—bright, clean and 
attractive—with every modern facility 
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for giving prompt and satisfactory at- 
tention. Our delivery service is the 
best, and special attention is devoted to 
*phone orders. The following price 
list will convince you that we can 
save you money: 
(Price list appeared here.) 

C. HARRINGTON, 
232 Main Street, *Phone 1284. 

Winnipeg, Manitoba. 





A Good “Credit’? Ad from the St. 
Louis (Mo.) Post-Dispatch, Lacking 
Here the Well-Drawn Illustration 
and the Strong Display That Made 
the Original a Particularly Pleasing 
and Harmonious Effect. 





“Gately’s Good 
Goods” on Weekly 


Payments 

That’s the story in a nut- 
shell, and we mean every 
word of it. Pick out what- 
ever clothing you need, wear 
it, and pay us in small, con- 
venient payments. If any 
garment isn’t right, bring it 
back and get a new one. 
Our name to a suit is as 
good as our name to a 
check. That’s the ‘‘Gately” 
way of doing business—the 
“square deal’? way. That’s 
the only way we know. And 
the results are satisfactory— 
loyal customers and an ex- 
panding business. 

Special—In Our Men’s 
Overcoat Department are sev- 
eral stacks of long, belt-back, 
fancy plaid overcoats, very 
swell, snappy, dressy pat- 
terns. We cut the prices 
during tae middle of the 
selling season, and not at 
the end. We never carry 
over stock. They are good 
values at the marked prices 
of $24, $22, $20, but you 
can have your pick while 
they last for $18. 

Special—Furs: Ladies’ De- 
partment. Our established 
reputation is a valuable safe- 
guard to those who wish to 
buy Furs right. Scarfs of 
Isabella and Sable Fox from 


$2.98 up—both the flat 
“throw” Scarf and_ the 
round, long Scarf. Magni- 


ficent Persian Lamb, Ermine 
Squirrel and Mink Sets 
from $10 to $50. Misscs’ 
Sets—Large Assortment. 
Remember the name and 
number, 
GATELY’S, 

812 North Broadway, 
Open till 6 p. m. Saturday 
Night till ro. 

Union Store, Union Clerks, 

Union Goods. 
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THOROUGHLY INDEXED. 





There has been a good deal of talk 
of late about “human documents,” but 
we never read a genuine one until 
“Forty Years an Advertising Agent” 
appeared.—The Amateur Sporisman, N. 
Y., January, 1906. 





One of the most interesting autobi- 
ographies ever printed, regardless of 
authorship. Mr. Rowell has a style of 
simplicity and directness, touches upon 
every phase of life and all classes cf 
people, tells interesting details of his 
experience and intersperses the narra- 
tive with anecdotes and humorous hap- 
penings. His story of the beginning 
and development of American advertis- 
ing is as interesting as a romance.— 
The Daily News, Burlington, Vt., Jan- 
uary 3, 1906. 





The book contains much information 
and many suggestions of value to both 
buyers and sellers of advertising space, 
—Southern Fruit Grower, Chattanooga, 
Tenn., Dec., 1905. 





The vein of humor in the remini- 
scences is not the least of the attrac- 
tions. The fact that the writer started 
a country boy, with little aside from 
personal ambition and merit, and that 
he climbed the rounds to comparative 
wealth, the tale of the route he trav- 
eled is helpful to ambitious young men 
who are aiming high. Ns os 
Times, Dec. 22, 1905. 








The book is not only an education to 
those who would learn of the art and 
practice of advertising, but as an in- 
spiration to not only novices, but old 
men in the business.—Harrisburg, Pa., 
Patriot, Jan. 9, 1906. 


A succinct story of the development 
of advertising from 1868 to the present 
day.—The Gaelic American, N. Y., 
Jan, 6, 1906. 


It narrates the active life of an ad- 
vertising agent from the beginning of 
his career to the period of reaching the 
pinnacle of success, how he started, 
how he obtained advertising, the funny 
people he has known—all told in a 
style both interesting and instructive to 
not only plyers of the advertising craft 
but to everyone.—The American Inven- 
tor, 114-118 Liberty St., New York. 


Mr. Rowell’s clear style and manner 
of getting at his subject make his dif- 
ferent experiences a direct help, as well 
as a history of the advertising business, 
—The Mail-Order Journal for January, 
1906. 





Seldom is a life story told so en- 
tertainingly. The young man starting 
in life, the business man who is fight- 
ing his way as did Mr. Rowell, and the 
one nearing the end of life who likes 
to compare other with his own experi- 
ences, can all find pleasure and profit 
in this well-told tale. Put it on your 
shelf and you will turn to it again and 
again with fascinated interest.—Red 
Men’s Official Journal of the United 
States, January, 1906, Danvers, Mass. 


It is a delightful and _ instructive 
book, whose author has for almost half 
a century been the most conspicuous 
figure in American advertising affairs. 
It is also the first authentic history and 
exhaustive narrative of the development 
and evolution of American advertising 
as a real business force.—Baker’s Re- 
view, N. Y. City, Jan. 1906. 





Price, $2.00. Can be ordered of booksellers or news agents, or will :be 


sent by mail, postage paid, on receipt of price. 


postal order 


Address with check or 


PRINTERS’ INK PUBLISHING COMPANY, 


10 Spruce St., 





New York City. 











